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TV Production 
Costs Loom As 
1951 Problem 


Replacements, Format 
Shifts May Be Result 
of New Union Code 


New York, Dec. 29—What will 
be the effect of Television Authori- 
ty’s new rate scales for perform- 
ances on the industry? Have va- 
riety performers who have been 
playing the video circuit for $100 
been priced out of TV? Will the 
increased talent cost, coupled with 
pending time boosts, cause some 
advertisers to bow out of televi- 
sion? Will there be an outbreak 
of audience participation shows, 
quizzes and other formats requir- | 
ing fewer paid artists than musi- | 
cals, drama and variety programs? 

These are some of the perplexing | 
questions that have arisen follow- 
ing the negotiation of television’s | 
first wage schedules for talent. | 
Television Authority, repres nting | 
five performer unions, we. the 
pay increases (effective Dec. 8) 
after a threatened walkout against 
major networks and WOR-TV. 


es Bonafide Mills may be the first 
sponsor to switch its TV format 
as a result of hiked talent costs. 
For two years the floor tile man- 
ufacturer has sponsored a modest- 
budget variety session, “Versatile 
Varieties.” The company’s weekly 
outlay for talent and production on 
the 30-minute program had been 
approximately $8,000. 
(Continued on Page 8) 
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FASHION AWARD WINNER—International Furniture Co., Chicago, has scheduled 


this four-color spread in Look on March 


Similar color spreads will appear in House Beautiful, House & Garden and Living. 

All ads feature the company’s Imperial suites, which won the Fashion Academy 

Reprints of the ads, posters, banners, ad mats, radio 

scripts and a TV film spot will be made available to dealers. Weiss & Geller Inc., 
Chicago, is the agency. 


gold medal award for 1951. 


under the act of March 3, 1879. Copyright, 1951, by Advertising P: 


Inc. 


ESHA ACADEMY GOLD MEDAL 


A. L. Lee, Pioneer | 
Coke Advertiser and 
D’Arcy Head. Dies 


Sr. Louts, Dec. 26—Archie Laney 
Lee, 62, board chairman of D’Arcy 
Advertising Co., and famed adver- 
tiser of Coca-Cola, died here in 
Barnes Hospital 
of cancer Dec. 22, 
after a brief ill- 
ness. 

Although na- 
tionally promi- 
nent in the ad- 
vertising world, 
Mr. Lee has long 
been regarded al- 


13 as part of its early 1951 ad drive. 


| 


Dancer Agency Leads 


in ‘50 Radio 


New York, Dec. 29—Dancer- 
Fitzgerald-Sample this year, for 
the 17th consecutive time, heads 
the list of leading advertising agen- 
cies in gross network radio time 
billings. 

The figures, compiled by D-F-S, 
cover the four major networks. 

The top 20 agencies, in order of 
AM network gross time billed in 
1950, with 1949 rank in parenthe- 
sis: 

1 +” atiaeeamteenete 
4 Catton,’ Barton, Durstine & 
Osborn (2) 


3. Benton & Bowles (3) 
4. J. Walter Thompson Co. (4) ... 


most a “mystery 


man”: little has 
been written A. L. Lee 
about him and | 


seldom has his- photograph been | 
published. Yet he is responsible | 
very largely for the great success 
of Coca-Cola internationally. 


Billings 


Young & Rubicam (5) .... | 


5 . 
6. Wade Advertising (8) .. - 7.123, Robert W. Woodruff, longtime | 
: Stew 6. =. snrnss* —— head of Coca-Cola Co., once told | 
s ompton rtising . . 
9. Cunningham & Walsh (10)** so7egas his directorate, “No single individ- | 
10. Foote, Cone & Belding (11) 4,478,083 ual has done more to popularize, 
ll. y nk  ~— yg Advertising 4.44413, Coca-Cola than Archie Lee.” 
12. Ward Wheelock Co. 2) ; 4168077 At the time of his death, Mr. Lee 
8 Witen City Oo. o> ‘ <cek.ees was also a director of Coca-Cola 
. Duane Jones Co. (15) ° .948,7' 5 is: 

15. McCann-Erickson (9) | 3igig.437 Bottling Co. St. Louis; Western 
16. Leo Burnett Co. (14) 3.519.234 Coca-Cola Bottling Co., Chicago, 
17. Ruthrauff & Ryan (17) 2,903,695 and Coca-Cola Bottling Plants Inc., 
18. Cecil & Presbrey (18) 2.652.439 Portland, M 
19. Knox Reeves Advertising? 2,530,253 *Ortland, Me. 
20. Sullivan, Stauffer, Colwell 

& Bayles (20) 2.093.199 i = 
**Listed as Newell-Emmett in 1949. # Born in Monroe, N. C., he be 
+Kudner Agency was 19th in 1949. came a reporter on the Atlanta 
“These agencies had higher billings than last Georgian in 1908 after his gradua- 
year, 5 


generally slight gains except for weeded 


$600,000 increase and $900,000 for Murray. (Continued on Page 32) 


No Pearson Sponsor Lined Up Yet; 
Adam Hats to Use Dailies, Magazines 


New York, Dec. 29—ABC Com- 
mentator Drew Pearson, whose 
broadcast is being dropped by 
Adam Hat Stores Inc., had not 
located a replacement sponsor by 
today, though the network has re- 
ceived a number of inquiries from 
advertisers. 

Meanwhile, Adam's executive 
offices here have been showered 
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with wires, letters and phone calls 
—many of them from people who 
are skeptical of the company’s ex- 
planation that its decision against 
renewing Pearson was a purely 
advertising media move and ante- 
dated Sen. Joseph McCarthy’s 


“Voice of Communism” charges 
against the newsman (AA, Dec. 
25). 

Pearson is not under contract 


to ABC, but the network is offer- 
ing him to advertisers and is ex- 
pected to carry him sustaining un- 
less a new sponsor turns up be- 
fore Feb. 18 when his series for 


4 
5 Adam hats ends. 


es In an interview on the Barry 
Gray Show (WMCA, New York), 
Mr. Molesworth said negotiations 
still are in progress with Pearson 
and the agency (Weintraub) to- 
ward possible renewal of the show. 
He made this statement following 
Mr. Gray’s suggestion that a 13- 
week extension of the show would 
be the surest way of convincing 
skeptics that Adam was “not run- 
ning out on” a reporter whose 
freedom of expression has been 
challenged. 
However, the executive's 
(Continued on Page 5) 
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Last Minute News Flashes 


“Wall St. Journal’ Buys Chicago ‘Journal’ 

Cuicaco, Dec. 29—Reports that the Wall Street Journal has bought 
the Chicago Journal of Commerce were confirmed today by ADVERTISING 
AcE. Details of the purchase will be announced in January. 


Dolcin Corp. to Sue ‘Reader's Digest’ 

New York, Dec. 29—Dolcin Corp., which spends “more than $1,500, -| 
000 annually for advertising,” plans immediate legal action against | 
Reader’s Digest because of a January, 1951, Digest article entitled 
“Those Million-Dollar Aspirins.” The Digest piece assails Dolcin and 
nine other products for sensational and unscrupulous advertising for | 
new “wonder drugs” which the Digest claims actually contain “aspirin 
or some equally common pain killer.” Reader's Digest, contacted by 
AA, said it had not yet been officially informed of Dolcin’s planned 
action. 


Norge Plans Ad Campaign for 1951 Appliances 

Cuicaco, Dec. 29—Norge division of Borg-Warner Corp. will launch 
its 1951 appliance ad drive with a four-color bleed spread in Life in 
March, and will run 11 or 12 additional four-color pages in Life at 
regular intervals. Color pages also will run in Good Housekeeping 
starting in March, and a heavy trade publication drive is planned. An 
outdoor campaign will be conducted with dealers and distributors, and 
radio spots will be used in those areas not reached by Norge’s TV show, 
“Four Star Revue.” J. Walter Thompson Co. is the agency. 


Tests Product-of-the-Week Program in Pittsburgh 
New York, Dec. 29—James A. Coveney Co. used Pittsburgh's re- 


cent six-week newspaper strike to test its Product-of-the-Week pro- | 
gram of merchandising, couponing and advertising. Using results in | 
Cincinnati (where an identical campaign was run) for comparison, | 
Coveney found the blackout of newspaper advertising in Pittsburgh 
brought the following disparities in coupon redemption: Cincinnati re- 
turns for Snow Crop orange juice were 537% higher than Pittsburgh; 
Old Dutch cleanser 435% higher; Duff's ginger bread mix 326% higher, 
and Van Camp’s pork and beans 486% higher. The over-all redemption 
on all products was 463% higher in Cincinnati. 
(Additional News Flashes on Page 33) 
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Marketers See ‘Mobilized Economy’ 
Stimulating Scientific Research 


Increased Importance 
of Marketing Research 
Stressed at Meeting 


Cuicaco, Dec. 29—Even if the 
current crisis should demand total 
mobilization, American business 
must maintain the “hard core” of 
its marketing operation and lay 
definite plans for more efficient 
marketing, selling and advertising 
when the crisis is over, James J. 
Nance, president of Hotpoint Inc., 
told the American Marketing Assn. 


| conference here last night. 


The reason: 

The mobilization economy de- 
mands still further increases in 
our already vastly expanded pro- 
ductive capacity, with consequent 
greater demands on our marketing 
and distribution machinery once 


| the military demands are satisfied. 


e “Our greatest challenge is to 
appreciate the need for long-range 
planning in marketing, to be more 
venturesome in our approach to 
marketing problems, and to paral- 
lel the advances we have made in 
engineering and production in the 
field of marketing,” Mr. Nance 
asserted. 

Declaring that advertising, sell- 
ing and top management alike have 
had real marketing experience 
against serious competition for 
more than a decade, Mr. Nance 
said flatly that “in selling we're 
not as good as the record of the 
past five years would indicate,” 
and warned that it is easy for top 
management to slight its market- 
ing responsibilities when the pres- 
sure is on for production. 

Pointing out that as soon as the 
pipelines were filled after the last 
war, industry after industry went 
into a slump—in the appliance in- 
dustry, he said, sales fell off 47% 
in a single month in the spring of 
1949—Mr. Nance said that such a 
drastic decline indicated clearly 
that “we didn’t have enough mus- 
cle in our sales organizations.” 


s “Because marketing has virtu- 
ally been brought to a halt every 
time we have faced a crisis,” he 
said, “it has not made the advances 
which have been made by en- 
gineering and production. In the 
last 25 years in our industry, there 
has been practically no change in 
the cost of marketing, whereas 
production costs have been cut in 
two. 

“I don’t have to tell you market- 
ing people about the importance 
of marketing, nor remind you that 
mass production and mass market- 
ing are one and the same thing— 
absolutely inseparable—but I want 
to stiffen your backbones so you'll 
talk up to your boss. We must 
sell top management on the im- 
portance of improving our mar- 
keting methods and techniques— 
and when the emergency is over 
you marketing people must be 
prepared to come up with new 
thinking and new planning. 

“We can’t be too proud of what 
we've done in this area in the last 


(Continued on Page 29) 
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Weatherguard Does an About-Face: 
Now Completely Sold on Advertising 


By ALLEN SOMMERS 

PHILADELPHIA, Dec. 29—Three 
and a half years ago, Bertram P. 
Schrank, president of the Weather- 
guard Corp., regional distributor of 
Alsco aluminum storm windows, 
refused to believe that advertising 
could play any part in the storm 
window industry. Direct house-to 
house canvassing, he insisted, was 
the only logical method of selling 
his merchandise. 


In 1951, however, it’s another 
story. Weatherguard Corp. will hit 
a new record in advertising ex- 
penditures in four cities, if mate- 
rials are available. Budget will 
run well into six figures. About 


40 months ago it was zero. The 
1950 adveriising expenditure was 
far ahead of competitors’ and 
largely led to a 1950 total of about 
300,000 lines of storm window ad- 


| vertising in Philadelphia newspa- 


pers against only lines 


three years ago. 


10,000 


@ Also, due directly to the re- 
sult of an original experiment 
made by the company in the Phil- 
adelphia Evening Bulletin in the 
spring of 1946 with a 300-line ad, 
Weatherguard now distributes and 
retails in Pennsylvania, New Jer- 
sey, the District of Columbia, 
Maryland, Virginia and West Vir- 
ginia. Some 450 men and women 
are on the company’s payroll, 
about 350 of whom may be on the 
selling end. 

The first ad, prepared after con- 
siderable argument by Fien & 
Schwerin, of this city, intended (1) 
to keep salesmen happy by adver- 
tising the Weatherguard name, 
and (2) to provide some new leads 


for the sales force. Copy was semi- | 
institutional—and very cautious. 

Lou Schwerin, partner in the 
agency that prepared the first ad, 
who is still preparing Weather- 
guard advertising, told ApvERTIS- 
ING AGE that results of that first 
small ad were “almost phenome- 
nal.” Mr. Schrank was “sold” and 
ordered the agency to prepare a 
“modest campaign.” 

Today, in this eastern area, 
Weatherguard is almost synony- 
mous with aluminum storm win- 
dows. Its Alsco storm windows are 
a product of Alsco Inc., Dayton, O. 
The company in the past has ad- 
vertised in magazines and recently 
sponsored Wendy Barrie on TV— 
with no success. Dubin Advertis-| 
ing, Pittsburgh, is its agency. | 


@ The 1950 advertising schedule 
for Weatherguard ran something 
like this: at least two insertions a | 
week, with a minimum of 600-line | 
space, in two Philadelphia news- | 
papers, two Baltimore newspapers, 
three Washington papers and two 
Trenton, N. J., papers. In addition, ‘ 


& 
Oe illy 


“There’s success written all over him now that he’s 
getting all-lowa coverage in the Des Moines Sunday Register” 


Can't tell you where he got the snappy outfit . . . but can tell 
you sow. Comes from selling a statewide market of 24 
million people where spending tops 5 billion dollars a year. 


Meaning lowa, of course. 


Never was there a simpler single way to tap such a big, 
broad market. For the Des Moines Sunday Register covers 
this whole state better than most papers cover a city! It 


dominates in 86 out of lowa's 99 counties with coverage of 
from 50% to 100% —delivers over 25% in all others! State- 
wide average—75% of all buying families. 

So it’s no surprise that advertisers have made the Des 
Moines Sunday Register 7th of all Sunday newspapers in 
general advertising linage. Especially since the milline rate 


is only $1.77! 


PACKAGES A STATEWIDE URBAN 
MARKET RANKING AMONG 
AMERICA’S TOP 20 CITIES 


ABC CIRCULATION Sept. 30, 1950: 
Daily, 372,133—Sunday, 536,707 


THE DES MOINES REGISTER anv TRIBUNE 


Gardner Cowles, President 


Represented by: 
Osborn, Scolaro, Meeker & Scott 
New York, Chicago, Detroit, Philadelphia 


TomigwT TH 108m 


Ri6-6537-GR 4.6450 


WEATHERGUARD 
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FOUND WORTH WHILE—Wesotherguard 

Corp. has found in the past 40 months 

that ads like this four-column insertion 
build sales at a great pace. 


daily radio spots and five-minute 
newscasts were heard year around 
in several markets. Television was 
tested, but not with much success 
yet. 

Weatherguard advertising, which 
appears to have set a pattern for 
other companies, is designed to 
support a large sales force. The 
company bases its ad expenditures 
on about 3% of its sales income. 
The ad expenditure is apportioned 
by sales area. Consequently, copy 
usually is kept to a straight selling 
line as much as possible. 

Occasionally, however, institu- 
tional ads are timed to break with 
the news. For example, even be- 
fore President Truman announced 
controls and it was apparent that 
aluminum would be in short sup- 
ply, Weatherguard announced a 
new policy of serving first custom- 
ers first, regardless of who they 
were. 


Advertising Age, January 1, 1951 


| Originally, ad copy was directed 
|}toward the objective of “Let us 
show you—you decide.” After 
the initial educational phase, that 
theme became extraneous because 
the home owner was convinced he 
needed storm windows. The next 
step, still being used, is to build up 
the Weatherguard and Alsco 
names as against competitors. 
Weatherguard Corp. originally 
was a rockwool] company. As a 
sideline it made wood storm win- 
| dows. When the company became 
| distributing agent for Alsco, alu- 
minum was far from the predomi- 
nant storm window material. To- 
day, the organization includes a 
complete customer servicing de- 
partment, a score of wholly owned 
retail outlets, a distributing divi- 
sion and 45 franchised dealers. 


Exhibitors’ Council Elects 
C. H. Wantz President 


C. H. Wantz, convention man- 
ager, General Electric X-Ray 
Corp., Milwaukee, ‘has been elected 
president of the Exhibitors’ Ad- 
visory Council, New York. He suc- 
ceeds D. C. Miner, advertising 
manager of E. F. Houghten & Co., 
who automatically becomes execu- 
tive vice-president of the associa- 
tion 

Other officers include: Payson 
L. Hunter, manager of the business 
shows department, International 
Business Machines Corp., vice- 
president; F. L. Tr.ggs, advertising 
manager, Riegel Textile Corp., sec- 
retary; W. H. Uffelman, manager 
of the exhibit division, E. I. du 
Pont de Nemours & Co., treasurer, 
and Oenone D. Negley, executive 
secretary. 


Becomes Member of NBP 


Yankee Food Merchant, pub- 
lished by Bill Brothers Publishing 
Corp., New York, has joined Na- 
tional Business Publications Inc., 
New York. Other Bill publications 
already members of NBP are: Rug 
Profits, Premium Practice & Bus- 
iness Promotion, Tires Service 
Station, Grocer Graphic and Foun- 
tain Service. 


Appoints LeStrange 

Austin LeStrange Co., New York, 
has been named eastern sales rep- 
resentative of the Dakota Farmer, 
Aberdeen, S. D. 


New Color-appeal 


for Kodachromes 


Chromart Print Plays New Roles in Improving Color, 


Streamlining Production, 


17'S THE BEST color print available from 
your color film. New dyes ... new color 
control . . . sew eye-appeal. Top N. Y. agen- 
cies use us, as no labs there do as well! 


IT’S VERSATILE ART COPY to mount into 
final art. But one set of plates for entire page 
. .. mo costly stripping-in for engraver. 


IT'S SUPERB PLATEMAKING COPY. Plates 
are better, cheaper from fine flat copy. This 
pays for your Chromart Print. 


Guarding Plate Quality 


IT’S A SNEAK PREVIEW of how your film 
will reproduce. Makes bang-up_presenta- 
tion. Get's client's praise and OK's. 


{T'S A MUST wher airbrushing and last- 
minute changes are requested. Impossible 
when a color film is your copy. 


IT'S YOUR POSITIVE CHECK on plate quality. 
No misunderstandings as when comparing 
final proof with a transparency. 


CHROMART Prints from your color transparencies cost from $58 to 
$132 and give you better color ads, bigger sales, happier clients. Write! 


FRANK MILLER Laborotories. 846 No. Fairfax, Hollywood 46 
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Advertising Age, January 1, 1951 : 
Ge W. ; H “Certainly it has been demon- | our business techniques and for us; Newage Appoints Walsh 
t Larger Share of hat's Lett is Minn. | strated to us that winning battles | to popularize those techniques. If! Newage (Canada) Ltd., Toronto, 
and winning wars is not enough,” | advertising is to perform its proper jas named Walsh Advertising Co., 
social functions in the world of Toronto, to handle its advertising. 


A campaign will be launched in 


. . ’ 
Mining's Answer as Defense Cuts Market ot es ee a ee 
January for the Ernst hardness 


Cuicaco, Dec. 27—Faced with War II, and to prepare plans based win the war of ideas. So the busi- tomorrow, we must help shape the 
‘ ; tester, a new form of portable test- 


loss of civilian sales as a result of, on total mobilization—even if the ness man and the advertising man policies that will give us the form 
in this next mobilized economy of government in this country and ing device 


a partially mobilized economy in plans are not used. 
“In the advertising business,” he must go beyond the preparation of in the world that we seek for the 


1951, Minnesota Mining and Mfg. 
Co. intends to increase promotion asked, “what is our plan if daily ordinary war messages for in- next generation.” 


and sales efforts to maintain its' newspapers cannot exceed eight ternal consumption, decided for us 
Allen and Amberg Retire 


pages? What if magazines cannot by the theorists. 
go over 100 pages? What if man- “We advertising men must help  pirectors of the Connecticut 


Marketers power is too short for fully staffed shape the basic plans . Light & Power Co., Hartford, have 
radio programs? What is our plan “Advertising performed a great authorized the _ retirement of 


profit position, George Halpin, ex- ) py allocation—car cards—24- and useful function during the past Charles J. Allen, vice-president in 
ecutive vice-president of the com- heet posters?” charge of public relations, and 


s the Ad- 
pany, told the winter conference wer. Sle Seems can Se Emil J. Amberg, vice-president in 


: ‘ vertising Council will continue to 
of the American Marketing Assn. : charge of research. Both execu- 
here this afternoon. ® America is short of manpower perform a useful function during tive. have been with the com- vertising with our 
that automobile Compared to the communist coun- the next all-out mobilized econo- pany since 1917. 


Pointing out ; M Mith declared. end | WY. downtoeerth TV 
roduction will be cut back at ‘res, Mr. Mithun declare 
we 30% next year, and that cannot afford to waste manpower. “But the business man and ad- Djrect Mail Agency Formed 
, “We should have a plan now,” he vertising man must realize and Paul Speyser & Associates has 


Minnesota Mining’s Underseal, 
used for undercoating new cars, said; “Why not have the advertis- he ‘must act in development of | been formed at 250 Delaware Ave., 
will therefore be directly affected, ing business take the leadership basic plans for our world society. Buffalo, to specialize in direct | 
Mr. Halpin said: in this plan? It is not enough for us to perform mail advertising. 

“Without any change in our 
marketing procedure, we could ex- 


pect in 1951 approximately 30% Z ° 
less business than we had in 1950. ‘ bs ° ° : 

Let us say, for the sake of illustra- ‘ ‘ . : ‘ . 

tion (the actual figures are much i hd . ; z ms “ $4: million 
higher) that this means we are . 

facing a loss in production of one ° ‘ : . . : ° 
million gallons and a loss in 1950 . . ‘ 
profit of $100,000. But our loss of 
gallonage will increase our produc- 


tion costs another $50,000, so we 
are facing a total reduction in our 
profit for 1951 of $150,000 on this 


product. 


es “What are we going to do about 


it? We are going to spend that 
$150,000 to increase our share of 
the market and see if we can't 


get back that million gallons and 
maybe a little more.” 

In the case of Scotch tape, the 
company faces a different problem 


. 
. 
ad . 
e . 
. 
. . 
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e . 
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“I could give you a number of 


restrictions on the use of rubber, ° cs 

which supplies the adhesive. “For- . 7 - 

tunately,” he said, “our research . : . m4 ° = . 

department, in which over 500 ° 7 ° : 

scientists are constantly at work : be 

on new products and diversifica- ° 

tion of old products, has been P ° z 

working on substitutes since 1946, Advertisers invested $4,115,576 in The ° 

and now has one which it believes Progressive Farmer in 1950, as compared to 

WEE ements Us to cuntinne tuning an investment of $1,037,216 in 1940—a gain of . s 

out Scotch tape and maintain . . “ 

tullion, eales. more than $3 MILLION in total annual . Z0 
advertising revenue in 10 years. : aes 


other illustrations ... What I have 
tried to say is that to preserve one’s . y 
individual position in a mobilized And in advertising linage, The Progressive . : 
economy calls for the full applica- Farmer has made a greater gain than any . : 
tion of all the resourcefulness of other monthly farm magazine, 1950 over 
nee Sane oe ae 1949, and for the post-war period since 1944 $2 swillio 
4 . 
“ Presinwm een es sce 


business. 
'eee8e ne 


The Progressive Farmer is America’s 


@ “During the last war, our vol- 

ume of business increased each fastest-growing farm magazine ° 

year during which we moved from ° * te a a 
serving America’s fastest-growing ‘ 


106% peacetime production to 

where approximately 50% of our market—the rural South! 
products were being used in war 
work. We anticipate that a similar 
situation will develop in the next 
five years and we are making our 
plans on this basis. 

“We did not reduce our sales 

force during the last war, and r 
while most of these men were de- 
voted to servicing accounts rather 
than straight selling, their work 
paid off in many different ways. 
Today we are going ahead, main- 
taining our sales force and increas- 


ing it where necessary. 2h) ‘ 
io Tal ine Ws ion 1965. 196 isi? 1908 “1949 1950 
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“We did not reduce our adver- 
tising expenditures during the last 
war, and we don't expect to re- 
duce them now.” 


he 


. 
“ 
. pi #4 
_ or 
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es Ray O. Mithun, president, 
Campbell-Mithun advertising 
agency, on the other hand, told the ¥ aes 
marxeters that “in this emergency, Me 

we may not be operating under a 


semi-mobilized economy,” and that 2 r 
“it is a mistake for us to use . rs The South Subscribes lo 
; Advertising Offices: BIRMINGHAM, RALEIGH 


World War II as a basis of judg- 

ment in considering the business 

problems that we will face in all- MEMPHIS, DALLAS, NEW YORK, CHICAGO 
i Pacific Coast: Edward S. Townsend Co., Son Francisco, Los Angeles 


cut mobilized economy in case of 
World War III.” 
Instead, he said, it might be . ° . . ° 
better to take a look at what 
happened to business and adver- 
tising in England during World 
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Mutual and Gillette Awarded World Series 
Video Rights for Six Years for $6,000,000 


CINCINNATI, Dec. 27—Baseball 
Commissioner A. B. Chandler has 
sold television rights to the World 
Series baseball games for the next 
six years to Gillette Safety Razor 
Co. and Mutual Broadcasting Sys- 
tem for $6,000,000. 

The announcement was con- 
tained in a joint statement with 
Gillette President Joseph P. Spang 


Jr. and Mutual President Frank 
White 
Gillette and Mutual also have 


been awarded broadcasting rights 
to the All-Star and World Series 
games through 1956, for $1,370,000. 


When you 
need 


RECENT 
BIRTH 
LISTS 


Remember 


WM. F. RUPERT 
Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave., New York 11 
OR 5-3523 


Mr. Chandler said that the $7,- 
370,000 for radio and TV rights 
will be devoted largely to support 
the players’ insurance and annuity 
plans. 

Although final network arrange- 
ments have not been made, the 
TV hook-up will include Mutual 
video outlets in Chicago, New 
York and Boston. 

Since 1946, video rights to the 
World Series games have been 
sold on an annual basis, reaching a 
peak of $800,000 in 1950. 

Mutual and Gillette have aired 
a radio version of the games an- 
nually since 1939. 


Chappell to Campbell-Ewald 


Russell Chappell has been added 
to the copy department of Camp- 
bell-Ewald Co., Detroit. He was 
formerly with J. L. Hudson Co., 
Detroit, as manager of the store’s 
direct mail and television promo- 
tion. 


Acme Breweries Names Weeks 
Sales, Advertising Director 


Acme Breweries, San Francisco, 
maker of Acme 
beer, has ap- 
pointed Neil 
Weeks, formerly | 
general sales 
manager for Bev- 
erwyck Brewer- 
ies Inc., Albany, 
N. Y., as director 
of sales and ad- 
vertising. 

Prior to his as- 
sociation with 
Beverwyck, Mr.| 
Weeks was met- 
ropclitan sales manager for Piels 
Brewery, Brooklyn, 
that was with Pabst Sales Co. 


Will Air All-Star Game 

Admiral Corp., Chicago, will 
sponsor the broadcast and telecast 
of the 1951 All-Star Football Game 
and two Golden Gloves shows, 
which are promoted by Chicago 
Tribune Charities. The deal will 
cost Admiral $145,000—$100,000 for 
the football games and $22,500 for 
each boxing contest. 


Neil Weeks 


and before! 


‘Defense Needs 
Likely to Bring 
Whisky Shortage 


New York, Dec. 29—Beverage 
Media, liquor trade publication, 
warns in its January issue that 
America’s mounting defense pre- 
parations may bring a serious cur- 
tailment of whisky production to 
meet huge needs for industrial al- 
cohol by war industries and thus 
force the rationing and allocation 
of whisky. 

Distillery management, the pub-| 
lication says in estimating the 1951 


outlook for the wine and liquor | 


trade, will face critical decisions 
to maintain continuity of supply 
and protect millions of dollars in- 
vested in brands. 


| 


Pointing out that distilleries will | 


| be unable to foretell the length of 
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PREPARING TO SERVE NATION 


Need Your Products Now! 


NATIONAL DEFENSE REQUIRES SERVICES OF ALL CIVILIAN INSTITU- 
TIONS—The facilities of all civilian institutions are necessary and 
vitally important to national defense. Hotels, hospitals, colleges, 
restaurants, transportation systems, industrial cafeterias . . . all seg- 
ments of the moass-feeding, mass-housing industry are called upon 
for greatly expanded services in a period of national emergency. 

A quick review of conditions in American institutions in the years 
prior to World War II reveals that all institutions operated at capacity 
levels. More people were traveling, sleeping and eating away from 
home. Hospitals were filled from war-time demands. College campuses 
and resort hotels were training grounds for thousands of service per- 
sonnel. Reservations for transportation could only be obtained on a 
priority basis. Restaurants were one of the very few retail industries 
to enjoy a “boom” period. Industrial feeding was a necessity in 
plants and shipyards. 

A most conservative appraisal would indicate that we have entered 
upon a similar period. All institutions will aggin be serving the 
nation . . . with heavy demands upon their facilities. Their equip- 
ment and supply requirements must be met to keep open the channels 
of, business communication, to educate and train industrial and mili- 
tary forces, to provide adequate health and sanitation safeguards .. . 
to feed and house millions of people away-from-home. Your products 


Hospitals, Sanitariums . Colleges and Universities 

. Industrial Institutions . . . Army, Navy and 
Restaurants, Cafeterias . Dealers, 
. Steamship Lines and Shipyards . 


Hotels 
School 


Government Buyers 
Jobbers, Supply Houses 


Railway Systems ... Airlines . . . Asylums, Munici a ane 

State Institutions Ottice and Public Buildings . 

YWCA's and YMHA's.. . City and Country Clubs Utilities 
Architects, Engineers, Decorators and signers . .. . Other 

Institutions 

Procurement Officers, Corps of Engineers . . . District Chiefs, 

Ordnance Districts ommanding Officers, U. S. Arsenals 

Armed Services Medical Procurement Agencies . 


Civilian and Government Institutions Reached by INSTITUTIONS Magazine 


will be essential for institutions in 1951. 

VOLUMES OF MASS-FEEDING, MASS-HOUSING PRODUCTS PUR. 
CHASED BY GOVERNMENT AND MILITARY INSTITUTIONS—Govern- 
ment and military institutions are purchasing in large volumes the 
same products that are used by civilian institutions. Invitations to bid 
are being issued each day for food products, food service equipment, 
maintenance supplies, building products, furnishings and the thou- 
sands of other items that are necessary for the feeding and housing 
of millions of people in the government and military services. 

For example in the fiscal year 1949, the Army alone spent 
$566,000,000 for perishable and purchased foods, $271,000,000 
for uniforms, sheets, pillows, barrack furniture, $46,000,000 for fire- 
fighting equipment, water purification equipment, electrical equip- 
ment, $90,000,000 for construction materials and equipment. 

INSTITUTIONS Magazine reaches the key 1250 purchasing and 
specifying officers for all branches of the government and Department 
of Defense. As a special service to advertisers in INSTITUTIONS Mag- 
azine and INSTITUTIONS CATALOG DIRECTORY a special bulletin is 
sent each week advising these manufacturers of invitations to bid on 
institutions products. Institutions Publications are an officially desig- 
nated Procurement Cooperating Agency of the U. S. Department of 
Commerce. 


Cc G Quartermaster Purchasing Offices . . . 
Supp! —_ roninies Divisions . Navy Purchasing Offices 
etaaes of Yards and Docks ‘Supply Offices . . . Bureau 
Air Material C. y Offices, Contracting Di- 
vision . . . Officers in fh. U.S Shipyards ifficers in 
Charge, Naval Supply Depots . . . Officers > Charge, Nava! Air 
Stations . . . Depot Quartermasters . . « Public Buildings, Admin- 
istration Supply Division Veterans Administration .. . Ss. 
Maritime Commission .. . Army and Navy Exchanges 


CONSULT YOUR A\overrisine Aicency wi 


INSTITUTIONS MAGAZINE 
INSTITUTIONS CATALOG DIRECTORY 


1801 PRAIRIE AVE. CHICAGO 16, ILL. 


A special booklet has been pre- 
pared in cooperation with vari- 
ous agencies of the government 
outlining procedures on ‘HOW 
TO SELL TO GOVERNMENT IN. 
STITUTIONS."* A limited number 
of this helpful booklet is stil! 
available. A request on your 
letterhead will bring you your 
copy 


11951, 


| proof gallons below 


Advertising Age, January 1, 1951 
the emergency, Beverage Media 
says they will be forced to allocate 
their brands to stretch out stocks 
for as long a period as they are 
able in the event of any important 
cutback on current production for 
beverage purposes. 


@ The prospects for rationing are 
pointed up by the publication in 
the face of record whisky stocks 
aging in bonded warehouses— 
stocks officially reported at the 
end of October to amount to 760,- 
805,951 original entry gallons. 
During World War II, beverage 
distillers devoted their entire pro- 
duction to war alcohol, except for 


brief “holidays” when beverage 
production was permitted. But 
Beverage Media says that military 


demands this time for war alcohol 
are likely to be substantially great- 
er than in World War II. The last 
war's maximum alcohol require- 
ments—although 51,000,000 high- 
the nation’s 
current alcohol producing capacity 
—represent a doubtful test of a 
new war's needs, it is pointed out. 

Restrictions on manpower, 
transportation and packaging, ex- 
pected to be increasingly felt in 
are cited by Beverage Me- 
dia as likely to interfere with the 
normal marketing of whisky and 
force consumers to wait at times 
for their favorite brands. 


RAW MATERIALS ARE 
'‘ABUNDANT’ FOR BEER 


New York, Dec. 28—Beer and 
ale sales for 1950 will approximate 
the 84,535,000 barrels of 1949, Ed- 
ward V. Lahey, president, United 
States Brewers Foundation, said 
today in a statement appraising 
1950 developments and forecasting 
1951 probabilities. 

One of the 1950 merchandising 
features likely to continue in 1951, 
Mr. Lahey said, is the popularity 
of carry-home packs and cartons 
“Beer and ale have won a place 
in the market basket, along with 
other foods and beverages, for 


, use with meals and for entertain- 


| has increased from 42% 


| 1950, 


| 


| combined 


ing,” he said. 

Basing his estimate on various 

market surveys, Mr. Lahey point- 
ed out that beer-serving in homes 
in 1940 to 
62% in 1950. 
e An outstanding development of 
he said, was that voters in 
four states, where prohibition, in 
one form or another, was on the 
ballot last November, rejected dry- 
initiated measures by large major- 
ities. The states which defeated 
various measures against alcoholic 
beverages were Arkansas, Arizona, 
Oregon and South Dakota. 

For the fiscal year ended June 
30, Mr. Lahey said, federal taxes 
on beer amounted to $672,084,794. 
Since beer was re-legalized in 1933, 
public revenues, in- 


| cluding state and local taxes, he 


said, have exceeded $10 billion. 

“Although market prospects for 
the coming year are uncertain,” 
he said, “there is a bright spot in 
the supply of raw materials for 
brewing. These are abundant and 
would indicate a malt beverage 
production to meet usual demands. 
The industry uses no materials 
needed by the military in produc- 
ing its products and only negligible 
amounts of grain which could be 
used for human consumption. In 
the field of containers, equipment 
and machinery, we _ shall be 
governed, of course, by the same 
rules as other industries.” 


WIR Signs with AFRA 


Station WJR, Detroit, has signed 
a contract for the services of staff 
announcers with the Detroit local 
of the American Federation of Ra- 
dio Artists, following nine weeks 
of negotiation. 


Brisacher, Wheeler Moves 

The San Francisco office of Bri- 
sacher, Wheeler & Staff has moved 
to 1660 Bush St. 
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JAM HANDY ENTERTAINS—Clement Vianveva of J. Walter Thompson Co. and Otho 

Blake of the Jam Handy organization, Detroit, fill their plotes at the buffet supper 

given by Jam Handy for the Art Directors Club of Detroit. Entertainment included o 
tour of the organization's oudio-visual facilities. 


No Pearson Sponsor Lined Up Yet; 
Adam Hats to Use Dailies, Magazines 


(Continued from Page 1) 
planation that the company’s long- 
range plans call for two-thirds of 
the budget this year to be devoted 
to the stores (newspapers) and the 
rest to go into “institutional” ad- 
vertising in magazines makes even 
a short-range renewal seem some- 
what unlikely. 

This, Mr. Molesworth said, will 
be a reversal of the policy during 
the past 17 months when most of 
the promotion money went toward 
institutional and national adver- 
tising via the Pearson show. After 
that national spread, the company 
now believes it best to concentrate 
on selling at the “local level,” he 
said. 


s He will appear on Pearson’s pro- 
gram Sunday night (Dec. 31) to 
explain his decision to cancel the 
show and deny that a curb on 
Pearson’s freedom of speech had 
resulted from Sen. McCarthy’s at- 
tacks. 

Adam will also run a full-page 
ad Sunday in the New York Times 
to explain the matter. The ad may 
run in other cities later. 

Adam is now finalizing its ad- 
vertising program for 1951. News- 
papers and magazines—the latter 
have not been used in two years— 
will get most of the budget, which 
will not include radio 

Ward Wheelock Co., appointed 
in November to replace Madison 
Advertising as agency for Adam, 
effective Jan. 1, will handle the 
campaign, and the entire Adam 
account. Adam Hat says, however, 
that William H. Weintraub & Co., 
agency on the Pearson show, will 
collect billings on the broadcasts 
till they end Feb. 18. 


e Jane Shaler, Adam ad director, 
said executives have been kept 
busy answering phones, and sec- 
retaries typing letters, since the 
Pearson cancelation. 

“Many people, who call to de- 
fend Mr. Pearson, criticize the 
company because they think we 
dropped him because of Sen. Mc- 
Carthy’s charges,” she said. “Evi- 
dently they don’t believe published 
reports that we notified ABC Nov 
15 that the show would not be re- 
newed. However, many of the 
same people do seem convinced 


| when we explain to them that such 


actually was the case.” 


@ Sen. McCarthy, who has long 
been feuding with the columnist- 
commentator, opened up his big 
guns with Pearson as the target on 
the floor of the Senate, where he 
is immune to lawsuit, several days 
ago. 

Labeling him as the “voice of 
international communism,” the 
Senator asked the “American peo- 
ple” to boycott Adam hats to get 
Pearson off the air. (Last week 
Adam executives told AA the Mc- 
Carthy publicity apparently had 
not slowed their Sales; this week 
they described December as a 
“very good” month.) 

McCarthy also appealed to news- 
paper publishers and radio sta- 
tions to still Pearson’s voice. Bell 


Syndicate reports “no reaction” 
from the 450 daily newspapers 
carrying Pearson's “Washington 


Merry-Go-Round.” Western News- 
paper Union, which syndicates the 
column in weeklies, similarly has 
heard from no irate publishers. 


@ Included in Sen. McCarthy’s 
verbal! attack along with Pearson 
was David Karr, vice-president of 
the Weintraub agency, whom the 
Senator accused of being a former 
contributor to the Daily Worker 
He said Pearson functioned as the 
“Voice of Communism... under 
the direction of David Karr.” Mr. 
Karr categorically denied all the 
charges. 


This week another longtime 
Pearson enemy, King Features’ 
Westbrook Pegler, got into the 


fracas with a full column devoted 
to the Pearson-McCarthy contro- 
versy. (Pearson already has filed 
suit against Pegler as the result of 
a previous clash between the two 
columnists.) Pegler praised Mc- 
Carthy for starting “an important 
public service in going after Drew 
Pearson.” 


Ford Appoints Eggert 


R. J. Eggert, formerly associate 
director of the department of mar- 
keting of the American Meat In- 
stitute, Chicago, has been appointed 
market research manager of the 
Ford division of Ford Motor Co., 
Dearborn, Mich. 
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Offset-Lithographic Competition Planned 


New York, Dec. 28—An exhibit 
of prize-winning entries in the 
first annual Offset-Lithographic 
Awards Competition will be shown 
at the Architectural League of 
New York, 115 E. 40th St., from 
Feb. 19 to March 3. 

“Not only will the exhibit show 
the technological progress this in- 
dustry has made in the past several 
years,” said Randolph T. Ode, pres- 
ident of the Lithographers Nation- 
al Assn., which is sponsoring the 
competition, “but it will also show 
that work of startling beauty, 


fidelity and variety is being pro- 
duced in every section of the coun- 
try.” 

Entries in the competition will 
be judged on design, and function- 
al and reproductional qualities. 
Judging will be done by a 
jury of artists, advertising ex- 
ecutives, art directors, produc- 
tion men and technical men. Gold, 
silver and bronze grand prizes will 
go to the three examples of offset- 
lithography which are adjudged 
best of all which were produced 
in 1950. 


Johns Is Representative 


AA erroneously reported Dec. 18 
that J. Frank Johns had recently 


joined Melamed-Hobbs, Minnea- 
polis-St. Paul. Mr. Johns left that 
agency last April, since which 


time he has been a regional station 
representative in Minneapolis. He 
represents KFGO, Fargo, N. D.; 
KYSM, Mankato, Minn.; KOTA, 
Rapid City, S. D., and WQUA, Mo- 
line, Ill. 


Roeder Resigns Ad Post 

Ed Roeder Jr., adyertising man- 
ager of Popular Science Monthly, 
has resigned. He has not yet an- 
nounced his future plans. 
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Disposable Income of Factory Workers 
Far Above Prewar and Wartime Levels 


New York, Dec. 28—Although 
weekly take-home pay is 3% to 
below wartime highs, the 
weekly pay check of a married 
factory worker with two children, 
even after higher taxes and the 
postwar rise in living costs, now 
commands 27% more goods and 
services than it did in January, 
1941, according to an analysis by 
the National Industrial Conference 
Board. 

For the average employer, the 
analysis points out, the past decade 
has meant higher labor in 
terms of increased wage rates 
both for productive time and for 
time not worked. Supplementary 
payments for longer paid vaca- 
tions, pensions and welfare plans 
have tripled, the report says. 

Gross or “average” hourly earn- 
ings in manufacturing averaged 
$1.46 in July, 1950. “This repre- 
sents an all-time peak in hourly 
pay,” the board says. “It compares 
with 68.3¢ an hour in January, 
1941, and $1.03 at the end of the 
war. It also means that the average 
factory worker now receives more 
than twice as much for an hour's 
work as he did before World War 
Il, and over 40% more than he did 
in July, 1945. Living costs rose 71% 
and 28%, respectively, between 
those dates.” 


5% 


costs 


Average weekly earnings in 
is 1950, amounted to $59.02 for 
4 hours of work, the report says. 
fH January, 1941, pay for 39 hours 
Weraged $26.64. “The pay check 
risen 122% since prewar, al- 


ough the work-week is only 1.4 


urs longer.” Living costs as 
ted above have increased 71% in 
ie same period, 

In mid-1950, a single worker 
rned about $51 a week after 
xes, as compared with net earn- 


gs of $25.41 in January, 1941, 
d $39.40 in January, 1945, the 
artime peak, the board says. 


urrent disposable earnings of a 
arried worker with two children 
nount to about $57 a week. This 
about 117% higher than prewar 
ad 27% 


27% higher than during the 
War 
“Additions to earnings repre- 


s@nted by employer contributions 
tg governmental and private plans 
for retirement, unemployment, 
siekness, and death,” the board 
notes, “greatly enhance the eco- 
nomic security of the average 
worker today. At the same time 
they place a sizable financial bur- 
den on employers. 


s “Supplements paid out by pri- 
vate industry are likely to account 
for at least 5% of the wage and 
salary bill this year,” the board 
says. “During the first half of 1950, 
they were running at an annual 
rate of $5.8 billion. This consider- 
able increase over the $5 billion 
expenditure last year was owing 
partly to the boost in old-age and 


DONT GET CAUGHT 
BEHIND THE 8 BALL! 


There's an easy way out of type troubles. When 
you're caught in a deadline muh, jus call FOTO- 
TYPE to the rescue. It's the speedy, simple answer | 
to typesetting worries Anyone can set type as | 
fast as 15 characters a minute! Just slide die-cut | 
letters into aligning composing stick and mount on | 
layout. Saves hours, dollars, and nerves. Write for 
free catalog. This entire ad set with Fototype. 
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survivors’ insurance contributions 
from 1% to 14%% of taxable payroll 
on Jan. 1, 1950, and partly to new 
or increased payments to private 
pension and welfare funds. 
“Government social security 
programs went into effect in 1936 
and 1937. But the tremendous 
growth in private pension and 
welfare plans is a World War II 


and postwar development. Adop- 
tion of pension plans during the 
war Was encouraged by wage and 
salary stabilization controls and 
by favorable tax legislation.” 


Sets Course in Ad Art 
Workshop School of Advertising 
and Editorial Art, New York, has 
announced a spring term course in 
advertising art direction and print- 
ing production, covering purchas- 
ing and production of art work 
and printing. The course will be 
held on Wednesdays, 7-10 p.m. 


Appoints Jamian Agency 

Directional Modern Furniture 
Co. has appointed Jamian Adver- 
tising & Publicity, New York, to 
handle promotion, effective Jan. 1. 
The company now advertises di- 
rect. 


Perkell to McLaren, Parkin 


Murray E. Perkell, formerly 


working with Edward Corsi’s may- | 


oralty campaign, has joined Mc- 
Laren, Parkin, Kahn Inc., New 
York, as vice-president in charge 
of public relations accounts. 
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Appoints Bott Agency 

Alabama Pipe Co., Anniston, 
Ala., manufacturer of cast iron soil 
pipe and fittings, has appointed 
Leo P. Bott Jr., Advertising, Chi- 
cgg0, as its agency. Trade publica- 
tions will be used. 


Kislav to Dowd. Redfield 

Norman Bloom Co., maker of 
Kislav gloves, has appointed Dowd, 
Redfield & Johnstone, New York 
and Washington, and John C. 
Dowd Inc., Boston, to handle its ad- 
| vertising. 
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Appoints Pat O’Rourke 

Pat O’Rourke, formerly publici- 
ty director of West Marquis Inc., 
has been appointed publicity di- 
rector of Motor Trend Publica- 
tions, Los Angeles, publisher of 
Motor Trend, Hot Rod and Cycle. 


PR Group Names Werner 

William G. Werner, director of 
public relations of Procter & Gam- 
ble Co., Cincinnati, has been elect- 
ed chairman of the 1951 executive 
committee of the Public Relations 
Society of America. 


WCCC Names M. L. Griffin 

Mary L. Griffin, formerly on the 
editorial staff of the Evening Trib- 
une, Lawrence, Mass., has been 
named copy chief in the commer- 
cial department of Station WCCC, 
Hartford. 


Union Pacific Names Moore 

Union Pacific Railroad, Los An- 
geles, has named William R. Moore, 
public relations director in Los 
Angeles, as general director of 
public relations with headquarters 
in Omaha. 


Elects John G. Maynard 

Fulton, Morrissey Co., Chicago 
agency, has elected John G. May- 
nard, formerly merchandising 
manager of products promotion for 
U. S. Gypsum Co., as chairman of 
the board. 


Dravo Names Black A. M. 
Robert C. Black, formerly on the 
staff of the vice-president of West- 
inghouse Electric Corp., has been 
named advertising manager of the 
machinery division of Dravo Corp., 
Pittsburgh, industrial heating. 


Cudahy Packing Co. Completes Moving Its 
General Offices from Chicago to Omaha 


Omana, Nes., Dec. 27—Cudahy| Chicago,” the report said. 


Packing Co. has completed moving 
its general offices from Chicago 
to Omaha, according to the com- 
pany’s annual report for the fiscal 
year 1950. 

The entire administrative organ- 
ization now operates from Omaha, 
although “a small force, covering 
mainly liaison work, remains in 


We, at Chilton, believe that editorial quality is of first 
importance in any publication. Regardless of circulation 


policies, the maintenance of editorial quality is paramount 
with the publisher who recognizes his responsibilities to 
his readers and to his advertisers. 


Editorial quality is inherent in every Chilton publication. 


Chilton editors are leaders in their respective fields. Chilton correspondents 
cover the world, while the Chilton Washington News Bureau, keeps its 
fingers on the pulse of the Nation. 


Constant study and survey of reader interests guide each Chilton editor... 
are assurance that his publication is giving its readers what they want 
and look for. Naturally, reader interest in a publication is of prime impor- ' 
tance to the advertiser. 


Editorial quality, then, is paramount in Chilton’s creed of 


good publishing. 


We, at Chilton, also believe in Paid Circulation, when it is accompanied by 
high renewal percentages, short term subscriptions, and quality control of 
subscribers . . . in Modern Controlled Circulation, when it is directed to daily 
corrected lists. And we believe in Proved Readership, and Service for the 
Industries, Businesses, and Professions we reach. ..the kind of Services 
pioneered by Chilton. 


THE IRON AGE serves the richest divi- 
sion of the industrial field—the metal 
working industry. 


HARDWARE AGB, the leader in the 
field of hardware distribution. 


HARDWARE WORLD, providing blanket 
coverage of the retail and wholesale hard- 
ware trade in the eleven Western States. 


DEPARTMENT STORE ECONOMIST 
reaches more key department store peeple 
than any other business publication. 


BOOT AND SHOE RECORDER, 
the authoritative publication of the shoe 
business. 


THE OPTICAL JOURNAL AND 
REVIEW OF OPTOMETRY, the out- 
standing publication serving the optometric 
profession and optical industry. 


THE JEWELERS’ CIRCULAR- 
KEYSTONE, the recognized leader and 
authority of the jewelry trade. 


AUTOMOTIVE INDUSTRIES, the auto- 
motive industrial news authority in auto- 
motive and aircraft manufacturing plants. 
MOTOR AGE covers all automotive 
service and maintenance problems. 


COMMERCIAL CAR JOURNAL 
provides the greatest coverage of any pub- 
lication serving the motor truck and bus 
fleet maintenance field, with the valuable 
plus of 4,000 paid trade subscriptions. 


THE SPECTATOR 
LIFE INSURANCE IN ACTION, most 
quoted life insurance publication. 


THE SPECTATOR 


PROPERTY INSURANCE REVIEW, & 
the magazine of influence among fire and 


casualty companies and their agents. 


DISTRIBUTION AGE, the magazine 


that integrates all phases of distribution. 


The company also said that it 
plans to continue promotion pro- 
grams similar to its recent 60th 
anniversary sale, which “not only 
resulted in better selling of our 
products, but also stimulated in- 
terest in our sales training pro- 
grams.” 

Cudahy’s net profit for the year 
ended Oct. 28, 1950, was $3,019,238 
In the fiscal year 1949, the com- 


| pany showed a net loss of $4,650,- 


382. 


JOHN MORRELL EARNS 
$860.899 IN 1950 

Ottumwa, IaA., Dec. 26—John 
Morrell & Co., packer of pork and 
beef, reported a net profit for the 
year ended Oct. 28, 1950, of $860,- 


| 899. In the preceding fiscal year, 


the company netted $84,065 

In its annual report, the com- 
pany explained that it feels the 
campaign in Life, which was de- 
signed to strengthen product iden- 
tification for Morrell Pride meats, 
“will materially improve our rela- 
tions with our retail dealers and 
with our consumers.” 

Morrell also intimated that it 


| plans to continue a “substantial ad- 


vertising campaign in behalf of 


| Red Heart dog food.” ; 


Montreal Star Co. Names 3 


Montreal Star Co., Montrgal, 
publisher of the Montreal D@ly 
Star, Family Herald and Weekly 
Star, has appointed Eric M }- 
son, formerly manager of the St@r’s 
Toronto office and assistant - 
vertising manager at the Mont 1 
office, as advertising director e 
company also has named Ronald 
A. Judges, former advertising ma@n- 
ager of the Beacon-Herald, Str@t- 
ford, Ont., as assistant advertising 
manager of the Montreal Daffy 
Star. E. C. Smith has been nar 
national advertising manager 


To Kimball, Menne and Wa 

Western Horseman, Colors 
Springs, has named Kimball, M 
ne Co. as West Coast represen 
tive, and Harley L. Ward Inc 
Chicago representative. Gale 
cus has joined Western Horse 
as advertising director, succe 
ing Marge Fernimen, who is 
tiring after holding the posit 
since March, 1948. Ann Whitn 
formerly a co-owner of the Ent 
prise, Rocky Ford, Colo., will 
sist Mr. Dacus 


Forsgren Joins Searcy 

Leonard Forsgren, formerly an 
account executive with the Port- 
land, Ore., office of McCann- 
Erickson, has joined Searcy Ad- 
vertising Agency, Portland, in the 
same capacity. 


KCBS Appoints Gossage 


Howard L. Gossage, formerly an 
account executive of Richard Melt- 
zer Advertising Agency, has been 
named sales promotion manager 
of KCBS, San Francisco, effective 
Dec. 27. 
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TV Production 
Costs Loom As 
1951 Problem 


(Continued from Page 1) 

Frances Scott, account execu- 
tive for Bonafide Mills at Gi- 
bralter Advertising Agency, which 
handles the show, “Versatile Va- 
rieties,” reports that talent costs 
have jumped 75% since the TVA 
code went into effect 

“While we didn’t spend as much 
money as many of the other va- 
riety programs, our show has been 


Sick of Bum. Art, high prices? 


p spread 4000 new, top-quality spots, 

2 covering every need, before you and 

Gi . ) pay only $1.00 for those you use 

\ /\ SF to use, limited to recognized 

1 \ agencies, editors & Ad Mgrs 
Write today for free brochure 


STIVERS STUDIO 


P © Box 3684 + San Francisco 19, Coliforme 


a very good show case, particu- 


larly for new acts that aren’t well | 


known,” she said. “As a result, 
these performers have been pleased 
to work for us for $100 and $150. 
There are still plenty of acts per- 
fectly willing to work for that, but 
they can’t now because of the 
minimum set by the union. It is 
these marginal people who have 
been hurt.” (New scale for special- 
ty acts: 1 performer, $200; two, 
$275; three, $375; four, $475.) 
“Versatile Varieties,” which fea- 
tures Bob Russel] as emcee, spot- 
lights a different name star and 
three standard acts each week. 


@ As ADVERTISING AGE went to 
press, it had not been decided what 
Bonafide’s future TV vehicle will 
be, though the company definitely 
plans to stay in the medium. The 
next 13-week cycle on the variety 
telecast is up at the end of this 
month. There has been some con- 


sideration of a news program to 


replace the variety show. 
Producers of live dramatic shows 
are having to watch their pennies 


ee 


SHREVEPORT 
SHARE OF 
AUDIENCE 


Weekday Afternoons 
Dec. '49-Apr. °50 


IT’S EASY, 
WHEN YOU 


KNOW How! 


KWKH DAYTIME 
BMB COUNTIES 


Study No. 2—Spring, 1949 


FUND DRIVE—B. G. Davis (right), president of Ziff-Davis Publishing Co., makes the 
first contribution to Marion Harper, president of McCann-Erickson, to kick off the 


drive of the magazine committee for the 1951 Boy Scout fund campaign. Next to 
Mr. Harper, who is chairman of the advertising and publishing committee, is Joe 


Culligan, associate advertising director of Ziff-Davis and chairman of the maga- 
zine committee. 


more closely these days. 
& Presbrey, reports that “Danger” 
(sponsored by Block Drug), “Sus- 
pense” (Electric Auto-Lite), and 
“Somerset Maugham Theater” 
(Tintair) all are costing about $1,- 
000 more a week to put on the air 
than they did before the perform- 
er’s code. 

Two main factors make drama 
more expensive to get on the air 
(1) supporting players, bit players 
and walk-ons now command 4g 
much higher salary than hereto- 
fore; (2) rehearsal hours after five 
(for 15 minutes or less), 12 (30 
minutes) and 22 (for one hour) 
cost $5 extra. TV's topnotch shows 
require much more rehearsal than 

| that. 

|@ Pointing out that it is impos- 
| sible to generalize on how much 
a particular show has gone up in 
cost, since the amount varies from 
| week io week, Walter Craig, ra- 
dio-TV vice-president of Benton & 
Bowles, said: “You can be sure 
that the cost for everybody who 
uses live talent is up. Walk-ons 
cost more; performers who speak 
more than five lines cost more; 
chorus girls cost more.” Mr. Craig 
added that unless an announcer 
is a “sort of name,” he may cost 
more. 

“Your Show of Shows,” the 
Saturday night extravaganza, 
which Max Liebman produces for 
NBC-TV, uses a regular cast of 
high-paid performers and has al- 
ways been a blue-chip package, 
now is about 15% more costly than 
in pre-TVA days. This is due main- 

|ly to bigger checks which go to 


KWKH is the outstanding radio buy in the rich tri-state market | miscellaneous dancers and others 
around Shreveport. Hoopers and BMB figures prove it. 

The pie chart above shows KWKH’s Hooper Weekday Afternoon 
superiority in Shreveport. KWKH’s Share of Audience is 36.2% 
greater than the next station. On Weekday Mornings it’s 101.8% 
greater —on Weekday Evenings, 81.5% greater! 

But KWKH with 50,000 watts goes on and on and on, beyond 
Shreveport. KWKH pulls a Daytime BMB audience of 303,230 
families in 87 Louisiana, Arkansas and Texas counties. 227,701 of 


these families are “average daily listeners.” 


Yes, KWKH’s Know-How really pays off. Let us send you all 


the proof. 


KW KH 


SHREVEPORT qb LOUISIANA 


< ° 


a Branham _eeneoe Representatives 


Henry Clay, General Manager 


| providing atmosphere in the spec- 
tacular numbers. 


@ There are still many areas to be 
defined in the contract. Nicholas 
Keesely, radio-TV vice-president 
of Lennen & Mitchell, points out 
that the problem of how amateurs 
should be classified is still being 
discussed. Such a decision, when it 
comes, will, of course, affect Old 
Gold’s “Original Amateur Hour.” 

“Stop the Music,” which has 


- been given slick production treat- 


ment on ABC-TV, where it is co- 
sponsored by Old Gold, may have 
to curtail these production extras 
or boost its price to the advertiser. 
The producers currently are de- 
bating ways of trimming expendi- 
tures. 

“This is another increase on top 
of many others which have made a 
substantially big hole in the adver- 
tiser’s pocketbook. We must be con- 
cerned about it, because it means 
you have to make allowances some 
place else to provide for the addi- 
tional money,” Mr. Keesely said. 

Among other increases in talent 
budgets: “Gabby Hayes” (pro- 
duced by Martin Stone for Quaker 


Frank | 
Gilday, television director of Cecil | 


Oats), up 70%, and “The Web” 
(produced by Mark Goodson-Bill 
Todman for Embassy cigarets), up 
40%. 

Mr. Goodson, who has estab- 
lished a reputation for producing 
professional packages for moderate 
prices, had this to say about cut- 
ting corners to make allowances 
for the talent raise: 


@ “We've always tried to keep 
prices within reason. This is true 
of shows like ‘The Web.’ So how 
can we trim costs? How many good 
scripts do you think there are w 
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‘NIAA Revising Ads 


in ‘Wall St. Journal’ 


New York, Dec. 26—There will 
be no NIAA ads in January issues 
of the Wall Street Journal. The 
series of 32 different ads in the 
National Industrial Advertisers 
Assn.’s campaign to sell manage- 
ment on industrial advertising has 
been temporarily suspended be- 
cause of the war situation. 

All of the 18 ads that have ap- 


| peared so far have been directed 
|to increasing industrial sales, or 


| have given ideas on how industrial 


advertising can help increase sales. 

With the present national emer- 
gency, Schuyler Hopper, president 
of Schuyler Hopper Co., industrial 


| agency, and chairman of the NIAA 


| 


| Graw-Hill 


top management campaign com- 
mittee, told AA, it was decided to 
suspend the ads until new copy 
could be prepared to meet current 
conditions. 


gs “It doesn’t make sense to con- 
tinue the theme we have been de- 
veloping, without modification in 
the face of present conditions,” 
Mr. Hopper said. “We are sending 
out a letter to all local chapters 
apprising them of the situation 
and asking for their help to de- 
velop a new theme in keeping with 
the times. The new theme will be 
factual information on how in- 
dustrial companies are using ad- 
vertising as a tool in these times. 
“Secondly,” Mr. Hopper said, 
“we plan to offer new material in 
future ads such as the new Mc- 
Publishing Co.’s_ kit 
on the functions and applications 


with | of business publications in a na- 


just three or four people in the/ tional emergency and the Associ- 


cast?” 

ADVERTISING AGE queried George 
Heller, national executive secre- 
tary of TVA, to find out how the 
union classifies 
scouts, etc. 

Panelists on such 
“What’s My Line?,” “We Take 
Your Word,” etc., are covered in 
the code as performers speaking 
more than five lines (minimum: 
$125 for a 30-minute show). 

“On the other hand, those who 
act as judges or offer expert opin- 
ion—newsmen on ‘Meet the Press’ 
and ‘Capitol Cloak Room,’ for ex- 
ample—are not covered in the con- 
tract and are still to be defined,” 
he said. 


shows as} 


P&G Slates Ford Giveaway 
for Duz, Ivory Soap, Drett 

Procter & Gamble will give away 
20 1951 Fords, one each day, from 
Jan. 22 to Feb. 16, as top prizes 
in a joint promotion for Duz, Ivory 
soap and Dreft. A grand prize of 
$5,000 will be awarded to the best 
entry among the 20 first-prize 
winners. 

Participants must complete the 
sentence “I keep (Dreft, Duz or 
Ivory soap) on hand because 
in 25 words or less, and include a 
box top from Dreft or Duz or three 
Ivory wrappers with their entry. 
Ford winners will receive 1,000 
gallons of gas if their entries are 
accompanied by giant size box tops 
or large wrappers. The contest will 
be heavily supported by P&G ad- 
vertising. 


"Wood Products’ Names Elly 
Wood Products, Chicago, has 

named Walter C. Elly Inc., New 

York, as its eastern representative. 


| 
| 
' 


| 


ated Business Publications’ re- 
vamped brochure on what business 
papers did in the last war 


panelists, talent Brig. Gen. Howley Joins 


| Aitkin-Kynett Agency 

Brig. Gen. Frank L. Howley, 
former U.S. Military Governor in 
Berlin and a former advertising 
executive in Phil- 
adelphia until 10 
years ago when 
he was called in- 
to the Army, has 
joined Aitkin- 
Kynett Co., Phil- 
adelphia, in a 
general adminis- 
trative capacity. 

Prior to  be- 
coming a mem- 
ber of the armed 
forces, Brig. Gen. 
Howley had been 
in advertising for 17 
started as a copywriter with Wen- 
dell F. Colton Agency in New 
York in 1925. In 1938, after mov- 
ing to various agencies, he started 
his own business in Philadelphia 
as the Frank Howley Advertising 
Co. 


Gen. Howley 


Brig. 


years. He 


To Sherman & Marquette 

Paul Christian, formerly direc- 
tor of sales and advertising for Pal 
and Personna Razor Blade Co., has 
been appointed merchandising ex- 
ecutive for Sherman & Marquette, 
New York. 


Appoints Adler Agency 

Pressure Products Corp., Chi- 
cago, has named William Hart Ad- 
ler Inc., Chicago, to handle the ad- 
vertising for Prepo torches. Trade 
publications and magazines will be 
used 
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“Advertising Age is must reading_ 


for all of our key executives’ 
4 


Says WILLIAM H. WEINTRAUB, President / 


WILLIAM H. WEINTRAUB & COMPANY, INC. ae 


“ 7 


“At our advertising agency, Advertising Age is a publication 7 
that is a must reading for all of our key executives. I feel that * 
Advertising Age performs a very unique function in the advertising 
trade field. It handles spot news like a newspaper and important 
studies like a magazine. I do not see how any advertising executive 
who wishes to be informed both on trends and news can afford 


not to read Advertising Age carefully and regularly.” 
/ 


/ 
WILLIAM H. WEINTRAUB 


7 


/ 
Mr. Weintraub is president and founder of William H. Weintraub & Com- 
pany, Inc. Previous to starting this agency, his best known achievement was 


the creation of Esquire Magazine. He is a dynamic advertising personality 
and student of every phase of sales psychology. He is widely respected for 
his keen sense of advertising values and his merchandising abilities, which 
include a knowledge of retailing and retailers that is reported "probably 
without equal anywhere in any one individual.” 
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DAL 


AN EVEN BETTER 
BUY TODAY! 


Says Edward Whitley 

pot Badger and Browning & 
' Hersey, Inc. 
; 


~ KDAL has always been 
F included on our radio 
’ lists in the past as it 
assured us of effective 
coverage of Duluth- 
Superior, northwestern 
Wisconsin, and the im- 
portant Iron Range 
area; also, of course, 
because of the excel- 
lent showing it has 
made in listening 
surveys. 


Now that the new BMB 
shows KDAL with even 
greater penetration in 
all these areas than 
ever before, we believe 
KDAL represents an 
even better buy today. 
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Employe Communications 


How to Win Friends Among Your Workers 


By Rosert Newcoms and Marc SAMMONS 


We Play for Keeps 


e THE PHRASE “industrial mob- 
ilization” is one few production 
workers thoroughly like, except 
for the swollen wages and overtime 
pay the phrase connotes. It’s a 
stateside war of nerves, with long 
hours, grueling work, poor hous- 
ing, high prices and frayed tem- 
pers. It should be enough to re- 
mind men on a hot production line 
that the going is tougher in Korea, 
or Europe, or somewhere else, but 
too often it isn't. The exceptions 
are those with blood ties to the 
battlefields and those others who 
believe that the freedoms really 
are worth fighting for. 

In the feverish haste to get 
ready, industry once more is apt to 
let its lines of communication with 
employes corrode. This neglect in 
World War II cost us dearly in 
production quality and quantity 
both. It was responsible for some- 
times paralyzing absenteeism. The 
breakdown in communications 
rubbed raw the frictions between 
foremen and their men. Grievance 
meetings took millions of hours 
from the time of busy people. It 
zoomed the accident percentages, 
taking the needlessly crippled and 
disabled off essential jobs. This 
neglect slowed down the entire 
war effort, and it is doubtful 
whether the country can run the 
risk of such delays again. 


e@ To put an individual in charge 
of all communications with em- 
ployes is a protective must for 
management (AA, Aug. 14). The 
need for reaching the employes of 
a plant of 50 is as important as 
reaching those in a plant of 50,000, 


for many of the crucial bog-downs 
can occur in small plants of sub- 
contractors. 

Communications in a war econ- 
omy involves going to work on 
everybody in the plant. It means 
a particular concentration on fore- 
men, many of whom will be lifted 
from the ranks into supervisory 
jobs, with inadequate training in 
production under pressure, and 
with probably little or no train- 
ing at all in human relations. 

What restrictions the material 
shortages will impose upon com- 
munications are yet to be dis- 
closed. Lack of paper may throw 
employe publications into a war- 
time suspension; the diversion of 
copper and zinc to war uses may 
contribute to the same result. Com- 
munication by public address sys- 
tem, popular in the last war, may 
feel the pinch, and it is likely that 
meetings of employe groups may 
soon be less frequent. In spite of 
it, management has a continuing 
obligation to keep the production 
team in motion, to keep the spirit 
high, to keep the goal always in 
view. To do less will be to invite 
danger, and that expresses it with 
almost motherly mildness. 

Certain industrialists are still 
whittling on their doorsteps, wait- 
ing for the.first defense production 


order (or war production order, 
whichever you prefer) to arrive 
When it comes, they expect to 


make the effortless overnight shift 
from a peacetime to a wartime 
economy, and it should only be as 
effortless as they hope. If they 
will start at once to condition the 
thinking of the folks who must 
produce the stuff, part of the con- 
version pains will be eased. 


Budget for 'Wrong-Way’ Crown Luggage Co. 
Going Up 50%; Sales Zoom in Three Years 


BALTIMORE, Dec. 27—Crown 


| Luggage Co. regards itself as the 


“Wrong-Way Corrigan” of the lug- 
gage industry because it has chalk- 
ed up a 29% increase in sales dur- 
ing the past three years—a period 
when the industry was experienc- 
ing a 30% sales decline. 

Crown expects to solidify its 
claim to the “Wrong-Way” title by 
increasing its 1951 advertising by 
some 50% over this year’s. Next 
year it will use four-color pages 
and half-pages in two colors in a 
number of weekly magazines, Sun- 
day magazine sections and women’s 
service books. 

Most of the ads will appear in 
May and June and November and 
December. Also on the schedule is 
a large point of sale promotional 
campaign to tie in with the various 
gift seasons. 

Crown, like other companies in 
the luggage field, faced the prob- 
lem of a postwar consumer swing 
to low-priced, low-profit luggage. 
In the case of Crown, this chal- 
lenge was met by producing “one 
of the industry’s finest medium- 
price women's lines.” 


e The company feels that one big 
reason for Crown's consumer pre- 
ference has been Plasti-hide, “a 
virtually indestructible luggage 
covering which is washable, color- 
fast and scuff-proof.” In addition, 
“Crown high-styling, the bumper- 
edge plastic binding, the exclusive 
Crown Comfi-grip handle and the 
convenient Kant-Lose label have 
proved to be strong Crown selling 
points.” 

Crown, moreover, has expanded 
its sales operation by employing 
three times as many salesmen and 
by opening up more than 900 new 
retail sales outlets than it had 
three years ago. 


Kastor, Farrell, Chesley & Clif- 
ford, New York, handles Crown 
advertising, having taken over the 
account in November. Previously 
it was handled by Theodore A. 
Newhoff Advertising Agency, Bal- 
timore. 


Art Directors Elect Howe 


Walter Howe, director of design 
and typography of R. R. Donnelley 
& Sons Co., has been elected pres- 
ident of the Art Directors Club of 
Chicago. Other officers are: Ist 
vice-president, David Lockwood, 
vice-president and art director of 
Foote, Cone & Belding; 2nd vice- 
president, William W. Miller, art 
director of General Outdoor Ad- 
vertising Inc.; secretary, Donald 
Gerhardt, art director of Batten, 
Barton, Durstine & Osborn, and 
treasurer, William E. Sproat, art 
director of J. R. Pershall Co. 


Saks Fifth Ups Heferman; 
Names Carolyn Haight 

Lillian Heferman, who for 12 
years has been advertising man- 
ager for six Saks Fifth Avenue 
branch stores, in addition has been 
appointed advertising manager for 
the New York store. 

Carolyn Haight, formerly fash- 
ion and public relations director of 
Bonwit Teller, has been appointed 
fashion publicity manager of Saks 
Fifth Ave. 


Wright to ‘Field & Stream’ 


Ben Wright has resigned as di- 
rector of public relations for Amer- 
ican Airlines to accept an execu- 
tive position with Field & Stream, 
effective Jan. 1. 


Allen Joins ‘Times-News’ 


Oliver H. Allen, associate pub- 
lisher of the Carteret County News, 
Morehead City, N. C., since 1949, 
has joined the display advertising 
staff of the Times-News, Burling- 
ton, N. C. 


Advertising Age, January 1, 1951 


Gift Samples for Baby Inc. Plans for 
Delivery of Gift-Pax to Expectant Mothers 


New York, Dec. 29—The prod- 
uct is introduced to baby right 
after he enters the world, but why 


' wait so long? 


That was the plea of baby prod- 
ucts manufacturers participating 
in a promotion with Gift Samples 
for Baby Inc., maker of Gift-Pax. 
Under the present setup, sample 
packages are delivered to mothers 
in 1,334 hospitals, right after their 
children are born (AA, Dec. 26, 
1949). 

After solving three main prob- 
lems, the company will open its 
pre-natal division via advertising 
in the pocket book Small Talk in 
January, when it will begin solici- 
tations for the new promotion. 

The pre-natal market has been 
extremely difficult to exploit, Wil- 
liam R. Fleischer, one of the prin- 
cipals, pointed out, because of 
three obstacles: 

1. How can the names and ad- 
dresses of expectant mothers be 
obtained? 

2. In what manner could these 
women be reached, if the names 
were available, without being of- 
fensive? 

3. How can the extensive cost 
of such an operation be solved? 

Gift Samples for Baby has 
found the answer to all three 
questions, Mr. Fleischer said. 


ws The company has established 
exclusive sources for the names 
and addresses of expectant mothers 
which will aggregate about one- 
third of the babies-to-be yearly, 
of which there are some 3,250,000 
List sources in the baby market 
are highly secret and Mr. Fleischer 
is no exception when it comes to 
revealing them. He does point out 
that it is almost impossible to 
purchase expectant mothers’ names 
nationally on a mass coverage 
basis, and that local listings are 
available at a usually prohibitive 
cost of 10¢ each. 

Gift-Pax names “are furnished 
to us exclusively by contract and 
have never been previously sold, 
loaned or used for advertising pro- 
motion by any other organization— 
and we have sole access to them,” 
Mr. Fleischer said. Other than 
telling AA that his sources are four 
manufacturers, none of them list 
houses, he won't talk. 


s As to the approach, in addition 
to the delicacy of the situation, it 
would be impossible to deliver a 
package of samples to the different 
lists on an economical basis, he 
pointed out. 

This was solved by obtaining 
the exclusive rights to sell adver- 
tising in the picture book Small 
Talk published by Pocket Books 
Inc. This is the first time, inciden- 
tally, that this publisher will carry 
advertising. The book has been on 
the market since March and has 
sold some 250,000 copies to date. 

Beginning March, 1951, the book 
will come out with full pages avail- 
able to advertisers, each one facing 
a picture page. The advertiser 
must take a one year contract 
which includes delivery by mail 
to a minimum of 500,000 expectant 
mothers. Gift-Pax will furnish all 
advertisers with registered post 
office receipts by area, Mr. Fleis- 
cher said, as proof of delivery. 

Second, third and fourth covers 
are available for four-color ads, 
while the body of the book is b&w. 
Minimum monthly rate is $675. As 
an extra added attraction, Gift- 
Pax will make available to Small 
Talk advertisers up to 50% of the 
names for which they have con- 
tracted, which can be used for an 
advertiser's individual promotion. 

At present, rates are being fixed 
so that advertisers may make re- 
gional arrangements to advertise 
in Small Talk in the Baltimore, 
New York, Philadelphia and 
Washington markets only. Mr. 


PRE-NATAL—Harry Minkoff, William R. 

Fleischer and Mitchel Borash, principals 

of Gift Samples for Baby, are heading the 

pre-natal division of the company which 

will begin advertising solicitations next 
month. 


Fleischer pointed out that the pre- 
natal operation enables advertisers 
to get to prospective mothers be- 
fore any brand preferences have 
been established, at a reasonable 
cost and without embarrassment. 
Advertisers will be able to test 
the effectiveness of their promo- 
tions by incorporating return cou- 
pons in their ads. 


s The pre-natal operation is an 
exclusive promotion, according to 
Mr. Fleischer, although there exists 
another: pre-natal promotion, 
Stork’s Aid, which sells a reduced 
rate package to prospective par- 
ents. 

While Gift-Pax will not begin 
active solicitation until January, 
Lane Bryant Inc. already has 
signed up for Small Talk. 

Harry Minkoff and Mitchel 
Barash are the two other principals 
in Gift Samples for Baby Inc., 
with office at 226 Lafayette St. 


McCann-Erickson Names 3 

McCann-Erickson has named 
two new directors and a vice-pres- 
ident. The directors are George H. 
Giese, vice-president and director 
of the agency’s international divi- 
sion, and Paul Holder, vice-presi- 
dent and manager of the Detroit 
office. The new vice-president is 
Donald B. Armstrong Jr., direc- 
tor of research and a member of 
the advisory committee on adver- 
tising plans. 


Sally Selle Joins KEX 

Sally Selle, formerly advertis- 
ing manager of Tommy Luke, 
Flowers, Portland, Ore., has joined 
the continuity and programming 
+ iircaeee of Station KEX, Port- 
and. 


Elected by Rheem 


Clifford V. Coons, vice president in 
charge of sales for Rheem Manufac- 
turing Company, New York, manu- 
facturers of household appliances and 
steel shipping containers, has been 
elected a director of that company. 
Mr. Coons and 261,580 other men of 
action throughout American business 
read The Wall Street Journal daily. 

( ADVERTISEMENT) 
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RECESS—It's time out for food for these executives at Holeproof Hosiery Co.'s 
annual national sales conference in Milwaukee. Left to right are Marvin Monn, 
vice-president of Weiss & Geller, Holeproof’s agency; Richord H. Lippincott, general 


sales manager; Gustave Frankel, president; 


and Russ Felzer, assistant advertising and 


promotion manager. 


Holeproof 1951 Budget to Exceed $600,000 


MILWAUKEE, Dec. 28—Holeproof 
Hosiery Co. will increase its bud- 
get for spring advertising 20% over 
last spring's all-time high budget, 
and the 1951 promotion invest- 
ment is expected to run substan- 
tially ahead of the $600,000 spent 
in 1950. In 1949 Holeproof’s budget 
was about $516,000. 

Gustave Frankel, president, ex- 
plained at the company’s annual 
sales meeting here this week that 
magazine space will be used “more 
than ever before.” Plans for TV 
are being formulated, and radio 
and newspaper co-op advertising 
are also scheduled. 

There will be 


four separate 


Holeproof drives in 1951—for 
men's socks, women’s nylon stock- 
ings, Luxite lingerie and Luxeez, 
all-nylon garter brief. Magazines 
scheduled, via Weiss & Geller, Chi- 
cago, are: 

Men's socks: Collier's, Esquire, Life, 
Look and The Saturday Evening Post 

Women's stockings: Charm, Glamour, 
Harper's Bazaar, Ladies’ Home Journal, 
Mademoiselle, Today's Woman and Wo- 
man's Home Companion 

Garter brief: Modern Screen, Seventeen, 
Fawcett Screen Unit, Ideal Women’s 
Group and Screenland Unit 

Luxite lingerie: Charm, Glamour, Har- 
per's Bazaar, Ladies’ Home Journal, Ma- 
demoiselle, McCall's, New York Times 
Magazine, Photoplay, Today's Woman, 
and Vogue. 


Four Video Stations | 


Reuben R. Kaufman, head of 


\(Kaufman & Associates (which se- 


Sign to Use Snader 
TV Transcriptions 


Cuicaco, Dec. 27—Snader Tele- 
scriptions Corp. has organized Sna- 
der Telescription Sales as the ex- 
clusive sales and distribution rep- 
resentative for a projected 960 
three to three and a half minute 
television transcriptions. 

To date, four television stations 
have signed exclusive contracts 
with Snader Telescription Sales to 
use the filmed musical and special- 
ty act shorts—WGN-TV, Chicago; 
WFIL-TV, Philadelphia; WTCN- 
TV, Minneapolis, and WNBW, 
Washington. 

The video film transcriptions are 
designed for use in disc jockey, 
telephone quiz, guest-night type 
shows, Hollywood reporter pro- 
grams, night club formats, five- 
minute shows and a host of other 
program types. 


e Purpose of the Snader Tele- 
scriptions is to enable local sta- 
tions to air high-quality, profes- 
sional programs at less than the 
cost of live local shows. 

About 200 films already have 
been produced. Some 400 are 
scheduled to be completed in the 
next few weeks, and about $2,000,- 
000 has been budgeted for the re- 
maining 560 of the planned 960 
Telescriptions. 

In addition to the stations listed, 
a number of local advertisers al- 
ready have made arrangements 
with the sales organization, 
through their agencies, to use the 
films. Owl Drug (Rexall), for ex- 
ample, is airing a half-hour “Night 
Owl Varieties” program in Los An- 
geles and San Francisco. 


@ In addition, Sun Drug Co. is 
set to begin an across-the-board 
afternoon video show in Pittsburgh 
on Jan. 16. And WTAR-TV, Nor- 
folk, currently is carrying a half- 
hour Saturday evening Telescrip- 
tion show. 


cured exclusive rights to the films 
in ten markets six weeks ago), is 
president of Snader Telescription 
Sales, which now handles sales in 
all markets. Mr. Kaufman contin- 
ues as head of the agency bearing 
his name. : 


City Beer Drive Launched 


Jacob Schmidt Brewing Co., St. 
Paul, has launched a new cam- 
paign for its City Club beer, fea- 
turing “Miss City Club of 1951” 
and the slogan “The Happy 
Choice.” The drive is running in 
more than 150 daily and weekly 
newspapers in Minnesota, North 
and South Dakota, Wisconsin, IIli- 
nois, Nebraska, Iowa and Montana. 
Outdoor posters, radio, television 
and point of sale material also will 
be used. Olmsted & Foley, Minne- 
apolis, is the agency. 


ABC Names Street, Larimer 


The western division of Ameri- 
can Broadcasting Co., Los Angeles, 
has named Robert A. Street net- 
work and national spot radio ac- 
count executive, and L. B. Larimer 
network and national spot TV ac- 
count executive, in a move de- 
signed to further separate its ra- 
dio sales from its television sales. 
Heretofore each salesman had soli- 
cited both AM and TV business. 


Falk Names Roland Govan 


Falk Corp., Milwaukee, manu- 
facturer of gears, speed reducers 
and flexible couplings, has named 
Roland E. Govan, formerly in 
charge of new products investiga- 
tion, as sales promotion manager. 


Woodward Names MacDonald 


William H. MacDonald has been 
named art and production mana- 
ger of Woodward & Co., Bingham- 
ton, N. Y., agency. He was for- 
merly art director of James A. 
Stewart Co., Carnegie, Pa., agency. 


Green Joins Esquire Inc. 

Robert P. Green, formerly with 
the research staff of Federal Ad- 
vertising Agency, New York, has 
joined Esquire Inc., New York, as 
assistant marketing research man- 
ager. 


|Kynett Will Address 
ABP Jan. 9 Meeting 


New York, Dec. 26—H. H. Kyn- 
| ett, president of the Audit Bureau 
}of Circulations and a partner in 

Aitkin-Kynett Co., Philadelphia, 
will speak on what publishers of 
| business papers can do to develop 
| buyers’ appreciation of circulation 
and circulation methods at the 
Associated Business Publications 
second annual eastern conference 
Jan. 9, at the Savoy-Plaza here. 
Mr. Kynett will speak at the lunch- 
eon session. 
The morning session will be de- 
voted to separate clinics on prob- 
| lems in business paper editing, ac- 
counting, production, promotion, 
| sales and circulation. 
| The afternoon session will be a 
general meeting. Discussions will 
be centered on the national emer- 
gency and how stepped-up mobili- 
zation plans are likely to affect 
| business paper publishing. 
| Don McAllister, vice-president 
| 


and general manager of the Geyer 
Publications, is general chairman 
of the conference. 


Reports Newsprint Used 

Total estimated newsprint con- 
sumption in the United States for 
November was 529,796 tons, ac- 
cording to the American Newspa- 
per Publishers Assn. For 1950's 
first 11 months, consumption is 
estimated at 5,381,105 tons. Dailies 
reporting to ANPA used 407,934 
tons in November, compared with 
378,626 during the same month last 
year. These dailies had 32 days’ 
supply available at the end of No- 
eae for Nov. 30 since 
1 ’ 


Changes Setup of Subsidiary 


Effective Jan. 1, Tennessee East- 
man Corp., a wholly owned sub- 
sidiary of Eastman Kodak Co., 
Rochester, N. Y., will be dissolved 
as a separate corporation and its 
business and activities in Tennes- 
see and Texas will be conducted 
as divisions of the parent company. 
There will be no change in person- 
nel or policies. 


iB 


Van Merritt to Kaufman 

Burlington Brewing Co., Bur- 
lington, Wis., has advanced the ef- 
fective date for the appointment 
of Kaufman & /ssociates, Chicago, 
to handle Van Merritt beer adver- 
tising from Feb. 1 to Jan. 1, 1951. 


Joins Worcester Felt Pad 

Sid Pakulo, formerly with Marsh 
Associates, has joined Worcester 
Felt Pad Co., Worcester, Mass., as 
eastern sales manager With head- 
quarters in New York. 


Has 221,500 TV Sets 

Union Electric Co. of Missouri 
reports there were 221,500 TV re- 
ceivers installed in the KSD-TV, 
St. Louis, area as of Dec. 1. 
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The Emergence of the 13-Year-Old Mind 


Although the term is seldom mentioned openly in polite adver- 
tising society any more, the concept of the 12-year-old mind has un- 
doubtedly been the most important single motivation in advertising 

ring the first half of the twentieth century. 

‘he concept has just enough truth in it to have proved rewarding 

many advertisers, and as a consequence only the more adventurous 
rits in the business have had the temerity to abandon it, and to 
iress an occasional message to a 13-year-old mind, or even a 14- 
r-old mind. 


n some cases this temerity has also proven extraordinarily re- 
rding—-so much so, in fact, that there is some hope that the 
ginal 12-year-old concept may be challenged by more and more 
yertisers, With the result that more and more advertising may 
andon the sub-adolescent foundation upon which it is built, and 
ve on at least to adolescence, if not to maturity. 

‘The 12-year-old to whom too many advertisers still consciously 
unconsciously address their messages seems to have grown up at 
st a little’bit. A potent indication which most of us overlook is 
fact that the news magazines and the successful weeklies, turning 
e and more to reasonably mature discussion of a wide variety 


topics which have always been presumed to be far above the 
ads of the mythical 12-year-olds, are consistently making better 
rg@cords as publishing ventures, and as mass media of communication, 
than some of the publications which were frankly and honestly 
d@veloped to cater to “the masses” to whom anything beyond a 
simple narrative on the lowest level of human understanding was 
Sipposed to be incomprehensible. 

We have the that while advertising 
is an obviously potent social force, its prime function is to sell, and 


often expressed opinion 
largeiy to the masses. Therefore, advertising must of necessity be 
neither very far far behind the general 
existing intelligence, comprehension and understanding. 

Our concern is with the fact that too much advertising tends to 
lag somewhat behind the general level of intelligence and under- 
standing 


ahead nor very level of 


Not only is it better for society, but equally it is better for the 
advertiser, to lead rather than follow the procession. That, after all, 
is the function of all selling and advertising—to present a tangible 
reward for a little harder effort, a little more striving ... to make the 
12-year-old mind eager for the augmented needs of the 
old to enlarge and expand the horizons of the masses 

Let's leave the concept of the 12-year-old mind with all the other 
worn out concepts of the first half of the twentieth century. 


Bulova ant the FTC 


The complaint filed by the Federal Trade Commission against 


13-year- 


Bulova Watch Co., attacking its advertising allowance setup, is so 
basic and could have such far-reaching effects on the entire adver- 
tising field that the progress of the case should be watched with 
great care and extreme interest by the entire advertising world 

The FTC's contention is that Bulova’s setup discriminates against 
small dealers, first by offering no allowance to customers who pur- 
chase less than $10,000 annually, and second by increasing the per- 
centage of allowance as the annual volume of business increases. 

We are not familiar enough with the details of the Bulova arrange- 
ment to know whether these criticisms are sound. But we should 
like to point out that any advertising allowance system must not 
only be sound but workable, and we hope the FTC will not wantonly 
kill any allowance system by making it so complicated that it is 
completely impractical in operation, 


The 
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—Dun’'s Review 


“To give you an idea of my professional standing—in building management 
circles | am known as the Dean of Scrubwomen.” 


What They're Saying 


Advertising in Wartime 

In a period of mobilization, anxi- 
ety, and constant alert, it’s the 
spirit that counts! It carries you 
through. 

There is an indefinable, yet in- 
dispensable thing called morale. 
Advertising, I think, is absolutely 
essential in maintaining morale 
over a long period of trial. I don’t 
mean advertising that waves the 
flag, or is maudlin, or clumsily 
iries to pick at heartstrings. What 
I mean is honest, straightforward 
advertising that does the things, 
most of them frankly commercial, 
that we have been talking about. 

The best way to keep up our 
spirit and morale is to keep the 
free life we’re determined to main- 
tain as nearly normal as possible 
When men are taken out of battle, 
the first thing you try to do is to 
get them out of the sound of gun- 
fire, and if you can, put them in 
familiar surroundings with famil- 
iar everyday things going on... 

I'm convinced that advertising 
is even more a part of our every- 
day lives. They wouldn’t be normal 
without it; and certainly informa- 
tion and ideas wouldn't move near- 
ly as fast. In the days ahead, I 
think advertising can serve us tre- 
mendously by selling us all the 
good things we have, and are going 
to keep on having—by showing us 
that the life we want to live is 
going along in spite of hell and 
high water. 

-From speech to the San Francisco 
Advertising Club, Nov. 8, 1950, by 


J. G. Motheral, vice-president, Batten, 
Barton, Durstine & Osborn 


An Editorial Code 

Because its professional charac- 
ter and purpose is of common in- 
terest to the entire business press, 
the Society of Business Magazine 
Editors cannot allow itself to be- 
come involved in trade discussions 
of advertising practices, circulation 
methods or any other business sub- 
ject. We are a professional society 
of business editors—not a _ trade 
association, and we are not affili- 
ated with any trade association. 
Even more significant, we are in no 
sense a pressure group—except for 
a free press. 

In order to be truly representa- 


the business this 
society accepts for membership the 
editor of any business publication 
who can subscribe to its Code of 
Ethics for business magazine edi- 


tive of press, 


tors. 

We have no high pressure cam- 
paign for members because as 
fast as editors understand the real 
character and purpose of the so- 
ciety, they apply for membership. 
Today the society includes the top 
editors of 100 respected business 
magazines. They represent nearly 
all types and kinds of business 
publications and they have more 
than 2,000,000 readers among the 
business and professional people in 
commerce and industry. 

Regardless of how their publica- 
tions may differ as to publishing 
purpose or policy, the editors are 
drawn together by a common de- 
sire to meet their professional re- 
sponsibilities as editors. They all 
have readers who rely on them for 
accurate reporting, straight think- 
ing and editorial leadership. They 
know that editorial integrity is 
more important than anything else 
and that good readership is the 
result of good editing. 

John W. McPherrin, 
editor of American Druggist, upon 


taking the presidency of the 
Society of Business Magazine Editors. 


Statement by 


over 


On Losing Face 
Making history has invariably 
been a rugged and nerve-wrack- 


ing experience. Americans are 
again finding this out—both in 
Korea and in a place naively 


ealled Lake Success. In the past, 
we have sometimes been accused 
of doing “too little, too late.” Have 
we now gone to the opposite ex- 
treme, biting off much—too 
soon? At least, let’s reappraise the 
situation in accordance with the 
cherished American tradition of 
always second-guessing our quar- 


too 


terbacks. 

Losing face is embarrassing, but 
losing one’s neck is apt to cut off 
all further argument. Something 
tells us that, when tangling with 
cutthroats, we had better forget 
about Marquis of Queensbury 
rules. 

—From “Arizona Progress,” house 


organ of Valley National Bank, Phoe- 
nix, Ariz. 
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_ Rough 
Glad¥s the beautiful receptionist 
says it’s hard to tell whether the 
holiday revelers were more inter- 


ested in the football bowl or the 
flowing bowl. 


Proofs 


. 

“S¢ soft drinks harder to find 
except in South,” says the headline. 

The nickel used to buy a Coke, 
an ice cream soda or a subway 
ride; now it hardly pays for a 
phone call. 

+. 

The story says the packagers are 
undismayed despite uncertainties, 
perhaps after seeing the beautiful 
packages carried home by many 
New Year’s Eve celebrants. 

. 

An ADVERTISING AGE reporter de- 
scribed court action on TV color 
as a Pyrrhic victory for the FCC 
and CBS, and then went right on 
without explaining what happened 
to Mr. Pyrrhus. 

. 

Admirers of the hearty rhythm 
of Batten, Barton, Durstine & Os- 
born should also consider the met- 
rical qualities of Osborn, Scolaro, 
Meeker & Scott. 

. 

The French seem not to have 
enthused over the idea of applying 
American advertising methods to 
promotion of the benefits of the 
Marshall plan. They may be hoping 


that Santa Claus is preparing a 
return visit in 1951. 
e 


A Wisconsin editor is receiving 
plenty of sympathy from fellow 
craftsmen after reporting that a 
prominent local citizen had “died” 
rather than “dined” at the home of 
a friend. 

7 

The fellow who used to brag 
about the delights of old-fashioned 
winters has just confirmed his res- 
ervations for a trip to Florida, 
Arizona or southern California. 

. 

Alice Hultgren, the Geo. Hart- 
man bookkeeper who shot a buck 
at 80 yards half an hour after the 
Wisconsin deer season opened, was 
merely demonstrating to her boss 
her qualities of speed and preci- 
sion 

. 

A pharmaceutical manufacturer 
is looking for a marketing research 
man “enjoying good health and 
reasonably exempt from military 
service.” 

The qualifications seem mutually 
inconsistent. 

Adam Hat Stores didn't notice 
any sales decline as the result of 
Senator McCarthy’s attack on 
Drew Pearson, but it seems they 
won't have to worry about this 
little item after Feb. 18. 

” 

Faith Domergue is getting the 
same kind of pictorial build-up in 
“Vendetta” by Howard Hughes as 
he gave Jane Russell in “The Out- 
law,” and their admirers insist 
that neither is in any great need of 
t. 


This column, now starting its 


twenty-second year on these prem- 
ises, is convinced that readers of 
ApverTISING AcE have both keen 
perception and unusual ability to 
take it. 
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LATEST CENSUS 
PROVES THAT 
MORE THAN '2 THE 
MARKET IS OUTSIDE 
CITY LIMITS 


CITY OF PHILADEL- 
PHIA INCREASES 
POPULATION 
7% (1950 CENSUS) 


How q 
Win the “Lge 
Sales battle — 


yr 


IN THE PHILADELPHIA MARKET! — 


WATCH CAREFULLY WHEN YOU SELL AMERICA’S 3rd MAR- 
KET— ENTIRELY DIFFERENT IN MARKET PATTERNS. CITY 
AND SUBURBS OVERLAP. THE INQUIRER COVERS BOTH! 


Today's sales strategy calls for a new look at America’s 
3rd market of over 4,400,000 people. 


The map proves what THE INQUIRER has been say- 
ing for years. In the Philadelphia market (ABC 
City and Retail Trading Area) official city lines 
are meaningless. 


= Aduartics R. beet 


ig Repr : ROBERT R. BECK, Empire State Bidg., N.Y.C., Longacre 5-5232, EDWARD J. LYNCH, 20 N. Wacker Drive, Chicago, Andover 3-6270; GEORGE $. DIX, Penobscot Bidg., 
Detroit, Woodward 5-7260. West Coost Representatives: FITZPATRICK & CHAMBERLIN, 155 Montgomery St., San Francisco, Garfield 1-7946 © 1127 Wilshire Boul d, Los Angeles, Michigan 0578. 


SUBURBAN 
INCREASE IN 
POPULATION 
23% 


INQUIRER EFFECTIVELY 
COVERS ALL THIS MARKET 
OF OVER 4,400,000 PEOPLE 


Base your moves on this infallible guide: THe 
INQUIRER provides intense coverage of the city and 
the surrounding suburbs. 


Plan your tactics on this vital data: 1950 Census 
reports suburban population in this vast market 
increased by 23%; compared to 7% for the city. 
More than 2 the market is outside city limits! 


So enlist the TOTAL purchasing power of the great 
Philadelphia market. Put THE INQUIRER at the head 
of your list in Philadelphia! 


Che Philadelphia Mnguirer 


Philadelphia Prefers The Inquirer 


ah! Sem 


/ 


Pa 


ae 


prise ast 


q 
i 
q 
f 
: 
F 


ee MRR TRA, Speen = a a 
- “s +2 Be ett os  — ee, ae Sen Pi. “ene, a Ce > ae eee -™ os i ae _ 
ee a eG oe a a ae ar a oa. ; eee |. se Ue rh 
rs Seams GU en > > ed to pees . — a ae » Ae ee 2 Bee Ae ee 
' ¥ at 2 ; op ee as E.G Se. UlU™lCUlU : ete ee ty eR Tena 1% 
q — t ee : : Os) ear ie 
. ae es 
ea eee 
2M hah 
Ftd tis 
SSRs MS a fee 
d AM a - * : ie _s* 3 bh 
, Lg ee Se: ae 
~ re Boek: = Yen 
. SS bie 
: ae ; : ot al 
— wry wy ee” bs tae 
| Aaa 1 ee 
. hd a : t ef 
| : 2S SSCS ora ae 
aaah Fae . Tae, 
WE Fy 2g ee tote 
. Sa ii Pioy 
r Pee <O e " pe. 
Oe —— ie ee 
bas oe ae 
- |S See eles 
- aes 2 ny 
—_ ay a ae 6 OS 
Sa . : xs By. 6: 
Sai ss \ ie t mies 
. aa ‘ |e Seeeges 
-o Sytale ee = hy” 
:_ p kees fae rs Be 
. iia ‘ “ky ra ee & 
i a ~ ~_ Peet <> ve 
os. ‘\ _ en ees 
. <ee » te tahoe 3 ir eae 
» =e “ 2: ee 
meas \m> th g ce ae ot 
. Saag a—_ Fe | ae ‘ake, 
2? a Se? Vie Bae nt 
. =a 4 \Cs —S Fe ae 
; ? ost te “a we r Tr, Se 2 
i is pe a &4 ‘ Ny 4 1S 
oe Paes 3 rc 2 ; \ ‘“ Es ied 
é a ¢ i = | Sa ie ae 
' . ete oe es , ’ ** Bee, i poe 
oe er. Mee et ae 
——~ oe <i 
, ‘ ae 4A ‘3 fs Sere 
| ‘ ee, .. ihe 
- or * oS; nes 4 
: So let AE Seer Sa frre 
' aera Saal | 2 A Ae Raw ‘\ ey ry: eee 
f) oe ee ike he ee j =_ a 4 = 
\ 2 SN fo eee f / i ae ee. 
_ fe oS ’ i ~ wa Tia A, 
} . _ ae f # \ a eg 
! = = a ES: 
! SS . ) . ee . = ae 
: , “i J » a | Pi. F 
° . An! _ y < : * > “ie ne, : 5 | Bact nt 
q / ~~ os Ay ~~ f, mk 
fF \ re, . te 
; she Bas, 
‘ ¥ ‘ a * . 
5 t 7 + . ‘* fn 2 me 
1 ' \ \ a! e, te 
\ . ~“ a3 ‘ fe 
SY | . +e 
oe as : ae 
ty AS 5 i we ftle Me 
ee oS! ee ae 
7 ie ee eats RO > - < 2ale ads . | 5 ee 
. AES rae ~~ ee 
eee Cet OC 52 See ae 
SESS Fane a a es ie 
eS ‘oy a af SS 
" > Sau ae ~—_— AB) aes sf otha 
J vat rye A Fs , Hs, : ee 
“* ‘ay ; 1 \ ea : ‘ te 
ee ares ee 
». Ss x ba ely 
ee ‘ ae e i 
a ae wie 
- rt J Q x - Lae 
f : e: ae 
f Pe. Bat 
ce, ' rion 
f ~t ps et 
‘ P ; decaf 
7 oe! 7 oe aa 
Bee: cg 
ee s By 
if naa 
Pe ae 
eed 
he 
ak : 
are 
ae 
PS Bo 
. aN “ 
4 pm 
ee 
er 
my 
‘iy 9 
a ee 
‘ iis 
eos 
ae 
‘th of. 
ow wT OT om A 
pear 7 
coe 
conse : (EADERSHP “se 
NG / pint 
ADF AWE ADELA ail ee 
s iv see 
a 
oy oe 
— ee = 
= Le 
A 
: _i-——» ate 
Aha 
se 
} ts 
7 
, Y, 
os . . é his 
=. n sti ei) 
Sey bing © | tg “= ae ~ ae. cy 1 on [Pe ae. ' ee ae ae Se gt he ee i 
REE oS ee ae iis y Saas 2a a ee as wees cd ae et ger eS at aa 
= 4 ws = “ia wee sf es SY Sl aes —< 255 ae ae OS 


Dye 


14 


Orange Bowl Football Attendance Drop 
Caused by Factors Other Than TV: Wolfson 


MiaMi, Dec. 28—Any truthful 
examination of football attendance 
figures must take into account 
other factors besides television, ac- 
cording to Col. Mitchell Wolfson, 
president of Station WTVJ and co- 
owner of 30 motion picture thea- 
ters in southern Florida. 

In a letter to the Orange Bowl 
advisory committee, Col. Wolfson 
said that people who don't take 
into consideration the weather, 
general economic conditions, and 
the schedule of games, as well as 
television, are bound to arrive at 
distorted conclusions. 

In an effort to show that televi- | 
sion was not responsible for the 
drop in football attendance at Uni- 
versity of Miami games, Col. Wolf- 
son compared 1949 and 1950 sea- 
son attendance figures for the Uni- 
versity of Miami home games in| 
the Orange Bowl: 


No. 
Home Attendance | 
Year Games T tal Avg. | 
1949 8 319,449 39,931 
1950 7 255,623 %6,51) 


s Using seven games for each 
year, this represents a computed 
drop of 9% for 1950, but this is 
where factors other than TV must 
be considered, Col. Wolfson point- 
ed out 

‘A look at the schedules for both 
oe shows that two of the three 
a 


nes which drew better-than- 
lerage crowds in '49—Florida and 
Pardue—were played away from 
h@me in '50. Also, there were five 
< colleges scheduled in the 
y's Orange Bowl stadium in ’49, 
—" with only two in '50, he 
ed. 
f these “better drawing” teams 
nb been on the '50 schedule, total 


ble Quality and Service 


attendance could quite possibly 


have been 278,055, or a loss cf only 
one-half of 1% from °49, instead of 
9%, Col. Wolfson said. 

If television, rather than the 
schedule, had been the major fac- 
tor in attendance losses, then these 
losses should have increased as 
the season progressed, because the 
number of sets in the area in- 
creased, he continued. However, 
with two major games closing out 
the 50 season—Iowa and Missouri 
—attendance hit its peak for the 
year. 


e “It is evident that television 
generated interest among Miami- 
ans in getting out to see the games 
at the Orange Bowl,” Col. Wolfson 
said. “More people attended the 
opening game in 1950 than in 1949, 
despite the fact that TV set owner- 


| ship had risen from 10,000 to 40,- 


000 in the interim.” 

As for the weather factor, there 
is a strong indication that people 
don’t stay home to watch television 
because of the rain, he said. 

“In 1949, four games pulled low- 
er gates than did Georgia, when 
it rained. Again in 1950, Villanova 
in the rain enjoyed a higher at- 
tendance than three of the other 
games on the schedule, namely 
Citadel, Georgetown and Louis- 
ville.” 

With the cost of living index at 
an all-tirhe high, plus a 3% per- 
sonal income tax increase in Octo- 
ber, it is logical to assume that 
both sports and amusements would 
suffer somewhat, he pointed out. 


se To help overcome these attend- 
ance losses, Col. Wolfson proposed 
that television stations continue 
giving promotional support to Or- 
ange Bow! and other events. Cur- 
rently coach and player interviews 
and sports shows are being con- 
ducted on WTVJ, and on these pro- 
grams the viewing audience is 
urged to go out to the games for 
full enjoyment of atmosphere, the 
half-time spectacle, etc. 

In addition, hundreds of spot an- 


—_— 


—“ 


Today's Biggest and Best Buy 


in Northwestern Indiana 


is the 


LAFAYETTE JOURNAL ond COURIER 


SS 


195% INCREASE 
LAFAYETTE RETAIL BUSINESS VOLUME 


CIRCULATION (Net Paid) 41,079 
SERVES 11 COUNTIES 


The 


LAFAYETTE JOURNAL ano COURIER 


LAFAYETTE, 


INDIANA 


SHANNON & ASSOCIATES, INC., REPRESENTATIVES 


University of Miami Football Attendance 
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ANALYSIS—This is how WTVJ in Miami 
1949 and 1950 in a presentation being 
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charted football attendance in Miami for 
studied by the Orange Bow! committee. 


nouncements plugging the games 
are given during the season over 
WTVJ. One pre-season series of 
eight programs resulted in the sale 
of more than $2,000 worth of sea- 
son tickets, Col. Wolfson said. 

“It is apparent,” he concluded, 
“that the key to college football 
attendance is the schedule. As we 
have learned in show business, if 
the show is good the box office 
will be good, regardless of weather, 
competition or other distracting in- 
fluences. 

“In consideration of the forego- 
ing, I am convinced that WTVJ 
and television actually increased 
the gate at the Orange Bow! in the 
light of what the attendance might 
have been without it.” 

The Orange Bow] advisory com~ 
mittee will consider the matter of 
televising 1951 home games at its 
next meeting, to which WTVJ will 
be invited. A. A. Ungar, chairman 
of the committee, said the pres- 
entation is “very instructive and 
will be given close consideration.” 


Kratt Signs ‘The Ruggles’ 


Effective Jan. 18, Kraft Foods 
Co., Chicago, will begin sponsor- 
ship of “The Ruggles,” starring 
Charlie Ruggles, over KECA-TV, 
ABC-TV station, Los Angeles, 7- 
7:30 p.m., PST, Thursdays. The 
contract was handled through the 
Los Angeles office of J. Walter 
Thompson Co. for Kraft. Lewis 
Food Co., Los Angeles, has spon- 
sored the program since its incep- 
tion on Sept. 23, 1949. Lewis will 
continue to sponsor the show on 
ABC-TV stations KGO-TV, San 
Francisco; KING-TV, Seattle; 
KFMB-TV, San Diego, and KPHO- 
TV, Phoenix. 


‘Living’ Increases Ad Rates 

Effective with the August, 1951, 
issue, Living for Young Homemak- 
ers, a Street & Smith publication, 
will increase its advertising rates. 
The b&w page rate will be in- 
creased from $1,500 to $1,800, with 
an annual average net paid cir- 
culation of 300,000. For the past 
six months the magazine has de- 
livered an average circulation in 
excess of 340,000. 


Mitchell Halka Resigns 


Mitchell J. Halka, for the past 
six years advertising and sales 
promotion manager for Kalart Co.. 
Plainville, Conn., manufacturer of 
cameras, camera accessories and 
home movie equipment, has re- 
signed. His plans for the future 
are indefinite. 


Martin Joins Tracy-Locke 


Mark Martin, formerly execu- 
tive vice-president of Buchanan 
& Co., New York, has joined Tracy- 
Locke Co., Dallas, as an account 
executive. 


McGraw-Hill Issues 
Directory of Ad 
Agency Personnel 


New York, Dec. 27—A new di- 
rectory of advertising agency per- 
sonnel will be issued within the 
next few weeks by McGraw-Hill 
Publishing Co. It will contain al- 
phabetical as well as geographical 
listings, by city and state, of ap- 
proximately 3,000 agencies, their 
key personnel, branch offices, if 
any, types of advertising handled, 
association recognition, date of es- 
tablishment, and number of em- 
ployes. 

In addition, separate regional 
listings will be made available, 
either simultaneously or shortly 
after the national directory is is- 
sued, for the following areas: New 
England, Middle Atlantic, East 
North Central, West North Central, 
East South Central, West South 
Central, South Atlantic, Mountain, 
and Pacific states. 


@ The price of the national di- 
rectory is $10. Regional listings 
will be available at $1.25 per re- 
gion. 

Angelo R. Venezian, assistant to 
the director of advertising of Mc- 
Graw-Hill Publishing Co., has 
supervised the compilation and 
publication of the directory. 

“From experience,” he says, “we 
believe that this kind of agency 
data will save time and eliminate 
many of the difficulties encount- 
ered in locating information on 
particular agencies. From this data 
it will be possible to contact, either 
personally or by mail, many agen- 
cies which aren't listed in avail- 
able directories.” 


Tenge Joins KXYZ, Houston 
John J. Tenge, formerly adver- 
tising manager of J. J. Tenge Co., 


St. Louis, has joined Station 
KXYZ, Houston, as _ promotion 
manager. 


Advertising Age, January 1, 1951 


CBS Color Drum 
Solves Problem 
of TV Tube Size 


New York, Dec. 28—Columbia 
Broadcasting System this week had 
an answer for those critics who 
have objected to its color television 
system because of its size limita- 
tions. 

The network showed a new re- 
ceiver with a 17” direct-view pic- 
ture. The color was achieved by a 
revolving drum as a substitute for 
the disc, which has been used in 
all previous CBS color sets. 

For practical purposes the re- 
volving disc had limited the pic- 


ture size to 12% inches (unless 
magnified), but Dr. Peter C. 
Goldmark, CBS _ vice-president, 


said the drum would work equal- 
ly well on 20” tubes. 


s He pointed out that the color 
drum needs to be only about 15% 
larger than its picture tube, as con- 
trasted with the color disc which 
must be approximately twice the 
size of its picture tube. Dr. Gold- 
mark said the principle for the 
new type of receiver was original- 
ly developed in the CBS laboratory 
in 1941. The drum principle can- 
not be used to convert present 
black-and-white sets to color, but 
color receivers employing it can 
pick up present b&w telecasts. 

Meanwhile, the future of color 
TV still rests in the hands of the 
courts. A federal court in Chicago 
has upheld the Federal Communi- 
cations Commission's order author- 
izing CBS colorcasting for com- 
mercial use, but Radio Corp. of 
America is expected to appeal the 
decision to the U. S. Supreme 
Court. The Chicago court ruling 
stayed the advent of CBS com- 
mercial color telecasting until 
April 1, or until the higher court 
acts. 


| ABC Plans New AM Facilities 


| The western division of Ameri- 
jean Broadcasting Co., Hollywood, 
has signed a long-term lease for 
|the property at 1539 N. Vine St. 
With the completion in about nine 
months of construction now under 
way, the net will consolidate AM 
operations for all its ABC-Holly- 
wood and Station KECA divisions. 
| All West Coast radio operations 
will have headquarters at the Vine 
St. address. Television headquar- 
ters will continue at Television 
Center, Hollywood. 


Brayten Appoint Hines 

Richard Kennon Hines, secre- 
tary and director of Vick Chemical 
Corp., has been named executive 
vice-president of Brayten Pharma- 
ceutical Co., Chattanooga, Tenn. 
He also is president and director 
of Alfred D. McKelvy Co., and 
chairman of the board and director 
of Jensen-Salsbery Laboratories 
Inc. 


Transtilm Appoints Bright 


Frederick W. Bright, formerly 
in charge of visual aids at Metro- 
politan Life Insurance Co., has 
been named assistant sales man- 
ager of Transfilm Inc., New York, 
producer of motion pictures and 
slidefilms. 
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to keep informed on the important happenings both here and abroad—things that bear 
directly on business and personal commitments . . . The systematic and time-saving way 
to understand the impact that national and international affairs have on American busi- 
ness is to read—each week 


\) eso Ive — original news... terse... readable... — 


“- 


to keep abreast of the progress of the country’s most important magazine . . . Your file 


is incomplete unless you have a copy of these important studies: 


a ervoT ao son -ovpucaTe 
oF wewuerns 


C4 . 
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CO 
“V.LP.”...a pictorial pres- “HOW DO THEY BUY?” “NEW HIGH FOR BUSI- “NON-DUPLICATION”. . . 
entation of the occupations ++ a study showing the va- NESS NEWS”... a study a study showing the per- 
and positions of the paid rious influencing factors in showing which type of t of non-duplicati 
, readers of USN&WR. the purchasing operations news is given priority in the beoween USN&WR | and five 
of 214 representative man- reading of 404 executives other magazines in the 
ufacturing companies. in 214 companies, News and Management 


Je S- News 


2% 


* USEFUL NEWS FOR IMPORTANT PEOPLE * 


to adhere, without deviation, to the original publishing theme which has cre- 
ated an unforced circulation growth from 120,000 to more than 400,000 as 
we step over the threshold into the coming New Year. 
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Read for a purpose—by more than 1,200,000 intelligent men and women in 350,260 homes 
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G. D. Crain Jr. Says... 


Employes Make Good Stockholders 


Part of the job of selling the 
American enterprise system con- 
making workers partners 
which they 
waking 


sists of 
businesses to 
of their 


in the 


contribute most 


hours. Even though there are some 
skeptics who say another depres- 
sion like that of the early ‘30s 


would make participation of this 
kind unpopular, ownership 
of shares in soundly managed 
companies is a good long-range In- 
vestment, the ups 
ind downs of business activity 
Owning the shares of the com- 
pany for which he works has spe- 
cial advantages for the employe as 
well as for the enterprise of which 
It gives him a feel- 


very 


regat dless of 


he is a part 


ing of belonging, and makes his 
efforts doubly significant. Labor 
unrest Is at a minimum in com- 


panies where the representation of 
employes in stock ownership is 


substantial 


e Probably the best known ex- 
ample of wide ownership of com- 
pany stock by employes is Sears, 
Roebuck-& Co. Not long ago I was 
informed by an officer of the em- 
ployes’ profit sharing trust of this 
great company that it now holds 
5,400,000 shares of the company’s 
stark, or 22% of the total out- 
iding. At that time this stock 
a market value of $278,000,- 


IME CLIE 


ippings from the business press, 
m publications and consumer 
gazines can supply valuable infor- 


tion in the operation of business. 
editorial publicity, for maintain- 
competitive advertising files, for 
Sic No. 50 Clippings Aid Business 
Bo@kiet No. 60 Magazines Read by Bacon's 


‘Used by business organizations and 
king research and market studies 
ACON’S CLIPPING BUREAU 


ie advertising agencies for collect- 
for developing sales prospects. 
So. Dearborn St., Chicago 4 


000. Since there are 102,000 em- 
ployes represented in the trust, 
this meant an average credit of 
over $2,725 each. 

The trust has invested most of 
its funds in Sears, Roebuck stock, 
which like that of other compan- 
ies with good earnings records has 
had substantial appreciation in 
value. In 1950, for example, the 
trust fund received dividends of 
$14,400,000 from the company. 


es The employes’ profit sharing 
trust has investments in other se- 
curities, such as U. S. bonds, but 
the Sears stock is by far its great- 
est asset. Since three of the six 
trustees are officers and directors 
of the company, it is fair to say 
that the employes participating in 
the trust are well represented in 
the management of the company. 

Individual stock ownership 
among Sears, Roebuck employes is 
also an important factor in this 
situation. There are no exact up- 
to-date figures as to the number 
of employes who are individual 
stockholders, nor the percentage of 
the total stock outstanding they 
hold, but it is a safe assumption 
that the combined holdings of in- 
dividual employes and the trust 
represent the largest single inter- 
est in the corporation. It could 
easily represent a controlling in- 
terest. 


@e When employes participate to 


this extent in company ownership, | 


and thereby in management, they 
are very likely to have a far dif- 
ferent idea of what a capitalistic 
economy means than workers 
whose only interest in the enter- 
prise with which they are con- 
nected is represented by their pay 
checks. The latter are of primary 
interest, it is true, but participa- 
tion in ownership gives the em- 
ploye a sense of permanence and 
security he might not experience 
in any other way. 
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This is the Sales Manager 

who discovered the buying power 
of 1,000,000* MEN who 

read and own 

The Elks Magazine. 


June 


ABC statement 


6,299 


30, 1950 
-976,299 circulation —a 
bonus over guaranteed 950,000 


on which current rates are based. 


YOU'LL SELL IT... 
1F YOU TELL IT IN 


+ Chicago + Detroit 


Other companies are encourag- 
ing employe purchases of their 
stock. For example, a recent an- 
nouncement of a new stock issue 
of Dow Chemical Co., one of the 
most successful enterprises in the 
country, emphasized the fact that 
employes will be permitted to sub- 
scribe for stock up to 10% of an- 
nual wages under a payroll deduc- 
tion plan, and at the same attrac- 
tive price at which stockholders 
have the option to purchase. 

The campaign of the New York 
Stock Exchange and other securi- 
ties groups to promote purchase 
of shares in American enterprise 
by the general public is all to the 
good. Even more important, it 
would seem, is encouraging em- 
ployes to join in the ownership of 
the companies to the success of 
which they are devoting their time 
and energy. 


Executives Offered 
£ix-Week Courses 


on Foreign Trade 


PHOENIX, AriIz., Dec. 26—The 
executive council of the American 
Institute for Foreign Trade last 
week announced plans for a six- 
week short course designed espe- 
cially for executives who will be 


|sent abroad on foreign trade as-| 


signments. 


Given at Thunderbird Field, the | 


|short course, or “Key-Man Pro- 
gram,” was set up in cooperation 
{with American business concerns 
doing business overseas. It is de- 
signed to provide a quick orienta- 
ttion and language training course 
for personnel already trained in 
| theif domestic organizations. 

The first session, tentatively set 
for Feb. 5 through March 17, will 
provide concentrated training on 
the Spanish-speaking areas of 
Latin America. A second session 
is planned for April and May, 1951. 


‘Post’ Shifts Segale, Ingle; 
Donald Walters Resigns 

The Cincinnati Post has pro- 
moted Virgil A. Segale from re- 
tail advertising salesman to man- 
| ager of food and alcoholic bever- 
lage advertising. Joseph A. Ingle, 
| formerly assistant classified adver- 
| tising manager in charge of auto- 
| motive linage, succeeds Mr. Segale. 

Donald Walters, assistant gen- 
eral advertising manager in charge 
|of food and alcoholic beverages, 
has resigned, effective in mid- 
January, to devote full time to 
the operation of American Ad- 
vertising Service, Cincinnati, 
| which he has been operating on 
! 


a parttime basis. 


Leo Burnett Appoints Eight 

Leo Burnett Co., Chicago, has 
named six to its copy department. 
They are: Frank H. Newton, for- 
merly copy director in the Chi- 
cago office of McCann-Erickson, 
Joseph H. Hoffman, formerly a 
copywriter for McCann-Erickson, 
j}and Carl Zucker, formerly adver- 
| tising manager of Carson, Pirie, 
|Seott & Co., Richard E. Joerger 
and Robert J. Murray, both for- 
merly with Aubrey, Moore & Wal- 
lace, and Michael W. R. Meyer, 
formerly with O'Mara & Ormsbee 
|Don Tennant and David W. Dole 
have been made supervisors in the 
| broadcasting department. 


Starts Pretzel Drive on TV 

J. Reisman & Sons Inc., Phila- 
| delphia, pretzel baker, has signed 
|for a 15-minute weekly televi- 
| sion show, “Magic Clown,” begin- 
ning Sunday, Dec. 31 at 2 p.m 
over WFIL-TV, Philadelphia, for 
an initial 13-week trial period. The 
company is dropping its radio spots 
but will continue newspaper ads, 
regionally and nationally, through- 
out the year. H. M. Dittman Adver- 
tising Inc., Philadelphia, is the 
agency. 


Names Marie Callahan A. E. 
Watts, Payne—Advertising Inc., 
Dallas, has named Marie J. Calla- 
han, for the past seven years in 
agency work in Dallas, as account 


radio and television, 


executive. She will specialize in 


Bill Savitt, president of Station WCCC, Hartford, and of Savitt’s 
Inc., Hartford jewelry concern, has been elected a director of the 
Diamond Council of America... Another newly elected director is 
Jerome B. Gray, senior partner of Gray & Rogers, Philadelphia, who 
has joined the board of the southeastern Pennsylvania chapter of 
the Red Cross ... 

Herb Drake, Macfadden v.p., will head the New York magazine di- 
vision for the 1951 March of Dimes campaign ... Elmer Seaman of 
Chain Store Age is back at work after an unexpected meeting with 
a New York taxi... Shelton Fisher, publisher of Power and Oper- 
ating Engineer—both McGraw-Hill books—is on the mend following 
an operation. He hope to be back at his desk after the first of the 
year... : 

Albert Baisch, president of the North Jersey Ad and Sales Club, 
turned over a $250 check to the New York Herald Tribune Fresh 
Air Fund—proceeds from the club’s annual installation supper... 
Much of the work behind the holiday scenes and decorations in 
Boston’s business district is that of Ernie Hoftyzer, ad director of the 
Boston Record-American and Sunday Advertiser ... 


MR. CHEMICAL ENGINEERING—Sidney D. Kirkpatrick (left), past president of the 


American Institute of Chemical Engineers and editorial director of Chemical 

Engineering and Chemical Irdustries, shows Wallace F. Traendly, publisher of the 

two Mc-Graw-Hill publication., the citation of the AICE naming Mr. Kirkpatrick “Mr. 

Chemical Engineering” of the institute. He also received a varsity sweater from 

chemical engineering departments of Ohio State and the University of Illinois at the 
institute's annual meeting. 


Bill Von Zehle appeared in traffic court recently to answer a 
speeding summons given to his wife. The six-foot 200 pounder, who 
had a two-day beard and wore an open lumberjack shirt, told the 
judge that his wife, Dorothy, was at work modeling, and therefore 
he was answering the summons. Asked why he wasn’t working, 
Bill said he had nothing to do, whereupon His Honor delivered a 
lecture on big, strapping unkempt characters who loaf around 
while their wives slave away. The lecture concluded with a $40 
fine. What His Honor didn’t know is that Bill, who heads his own 
advertising agency in New York, had just finished a 48-hour sleep- 
less session lining up his weekly television show, “It’s in the Bag.”.. . 

Ingrid Sasson, on the art staff of the Ziff-Davis book, Modern 
Bride, has just completed her first one-woman art show of 22 
paintings in a New York gallery... President and publisher of 
the Hartford Courant, John R. Reitemeyer, has been elected a 
director of the Central Vermont Railway, Canadian National 
Railways subsidiary... 

There was an advance Christmas present at the home of Charles 
V.,“Jughead” Hunter, program director at WJW, Cleveland. Jennifer 
Lea, the Hunters’ second daughter, scheduled for Christmas Day, 
arrived on the 14th... 

William V. Ashley II, on the staff of Young & Rubicam, New 
York, was married recently to Juliana M. McClinton in Darien, 
Conn. The groom’s father, the late Daniel W. Ashley, was publisher 
of U.S. News & World Report, and the father of the bride is Harold 
L. McClinton, president of Calkins & Holden, Carlock, McClinton 
& Smith... 

In Las Vegas, Nev., Dec. 17, Mortimer Hall was married to movie 
actress Ruth Roman. Manager of KLAC and KLAC-TV, Los Angeles, 
Mr. Hall is the son of Mrs. Dorothy Schiff, owner of the stations and 
publisher of the New York Post... 

The Industrial Advertising Council of Pittsburgh will be joined by 
other local clubs in tendering a testimonial dinner Jan. 18 to Bennett 
S. Chapple Jr., assistant v.p. of U.S. Steel and NIAA president 
Keith Evans, advertising and sales promotion manager of Joseph 
T. Ryerson & Son, Chicago, one of NIAA’s founders and its first 
president in 1922, will make a plaque presentation address. . . 

William Jenkins Jr., account executive at William Jenkins Adver- 
tising, Philadelphia, has been recalled to active duty with the Navy, 
reporting soon after Jan. 1 to Mare island Naval Shipyard, San 
Francisco. An Annapolis graduate, he holds the reserve rank 
of lieutenant (JG)... Robert C. Howard of the ad staff of Associated 
Tire & Battery division of B. F. Goodrich, is another Navy man 
recalled for duty. Lt. Howard is assigned to the battleship New 
Jersey and has reported to Bayonne... 

Donald M. Murphy, public relations director of Lucky Stores Inc., 
is the new president of the Oakland, Cal., Adclub... William 
McCluskey, director of sales at WLW-T and an active figure in 
Cincinnati civic affairs, entered Good Samaritan Hospital Dec. 14 for 
a rest and check-up. He expects to be there for about a month... 
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Zenith Sets Jan. 1 as Starting Date 
for Chicago Phonevision Experiment 


Cuicaco, Dec. 27—Zenith Radio 
Corp. today announced that it will 
begin its Chicago Phonevision test 
Jan. 1, with three first-run mo- 
tion pictures, “April Showers,” 
“Welcome Stranger” and “Home- 
coming.” 

Following the kick-off showing, 
the company will present feature 
films three times a day—at 4, 7 and 
9 p.m. for the duration of the 
test (the Federal Communications 
Commission ha: authorized Zenith 
to continue its experimental tele- 
casts until Feb. 28). 

Films shown at 4 p.m. one day 
will be telecast a second time at 
7 p.m. the following day and once 
again at 9 p.m. the third day. Thus, 
each family will have an oppor- 
tunity to see any given film over a 
three-day period’ and will have a 
choice of three pictures on any 
one day. 


@ The feature movies will be 
available to the 300 families par- 
ticipating in the test (AA, Dec. 
11) at a fee of $1 for each picture 
ordered and seen. 

“April Showers,” starring Jack 
Carson and Ann Southern, was 
released by Warner Brothers in 
1948. “Welcome Stranger,” with 
Bing Crosby, Joan Caulfield and 
Barry Fitzgerald, is a 1947 Para- 
mount release. “Homecoming,” 
with Clark Gable and Lana Tur- 
ner, is a 1948 Metro-Goldwyn- 
Mayer production. 

Zenith has not announced the 
names of other companies which 
have agreed to supply movies for 
the Phonevision test, although it 
is understood that Coluxrbia and 
RKO, plus several European and 
smaller U. S. producers, will make 
films available. 


e Of the six major movie produc- 
ing companies, only 20th Century- 
Fox is still in the “hold-out” group. 
There is some possibility—though 
it appears remote at present— 


that 20th Century-Fox may make 
films available to Zenith before the 
test ends. 

E. F. McDonald Jr., president of 
Zenith, said that the company has 
received a special license for the 
showings from Ascap and a special 
waiver from the American Fed- 
eration of Musicians. But there 
is a possibility that not ail of the 
agreements made with producers, 
actors and writers at the time the 
movies were made _ specifically 
cover television showings. Zenith 
has decided to go ahead, neverthe- 
less. 

Programs will be aired over 
Channel 2, from the company’s ex- 
perimental Phonevision _ station, 
KS2XBS, atop the Field Bldg. 


@ Purpose of the experiment is to | 
determine whether the public is) 
“outstanding” | 


willing to pay for 
video entertainment. The station 
will air a scrambled image of each 
movie shown; if subscribers wish 
to see the unscrambled picture, 
they must call the Zenith operator 
at a special switchboard and ask 
to be connected. Illinois Bell Tele- 
phone Co. has installed special 
lines to homes of the 300 subscrib- 
ers to carry the missing portion of 
the signal—which permits Phone- 
vision families to see a clear image. 

In announcing the start of the 
oft-delayed test, Mr. McDonald 
assured Chicago TV viewers that 
the telecasts will not interfere with 
any regular video programs on this 
city’s four commercial TV stations. 
He also emphasized that the tele- 
casts are definitely a test. 

And he reiterated that Zenith 
does not intend to enter the enter- 
tainment business if 
should eventually approve Phone- 
vision as a commercial service. 
“We propose to remain in the field 
of manufacturing electronics,” he 
declared, “and would simply pro- 
duce and license other manufac- 
turers to produce Phonevision 
equipment.” 


Printing Houses Win Hamilton Paper Awards 


Miquon, Pa., Dec. 26—Printers 
from various parts of the nation 
have been honored for printing 
specimens submitted to W. C. 
Hamilton & Sons, paper manufac- 
turer, during a November contest 
in which 1,600 paper distributors’ 
salesmen participated. 

Entries were limited to direct 
mail pieces on Hamilton text and 
cover papers or Hamilton Louvain. 
Entries were received from as far 
west as Hawaii. 

First place went to Ramapo 
River Printing Co., New York, for 
a four-page letter in four colors, 
printed in offset. A certificate of 
craftsmanship was awarded to 
Ramapo, with an identical prize to 
Fred Bernstein, salesman for the 


The New COURIER 


REACHES OVER 


1,500,000 necroes 


Now Adds New 4-Color Comics 
Plus Exciting Magazine Insert 
For Even Greater impact On 
Rich 15 Billion Dollar Market 


Yes, the Courier leads in the Negro field be- 
cause it has never rowing. WN 
ey nging new, exciting, significant ad- 
ditions to its readers. Its constantly expanding 
news coverage, widely diversified stories, fea- 
tures, articles have made it America’s outstand- 
tng Negro newspaper! And now, to even better 
strengthen its grasp on the Negro market, the 
Courter has added 2 great new features to its 
interest-crowded pages. A new 8-page, 4-color 
comic section and exciting new magazine sup- 
plement wil! not only broaden tts scope of 
reader +r i will capture an even ‘arger 
audience for the paper that sells the cream of 
the — 15- ett fon doll +. Negro —— Yes, 
the Court ‘s lead— 
condor you—if you yoin its large ust of na- 
tional advertisers today! For full details write: 


INTERSTATE UNITED NEWSPAPERS 
S45 Fifth Ave., New York 


Forest Paper Co., New York. 


@ Second place went to a booklet 
printed by Monthly Record Pub- 
lishing Co., Pittsburgh, for the 
Presbyterian Hospital School of 
Nursing in that city. Salesman 
winner is Alvin A. Aquadro, 
with Whitaker Paper Co., Pitts- 
burgh. 

The following five won honorable men- 
tion 

Dando-Schaff Co., Philadelphia, 
two-color offset job for 
Rufus H. Darby Co., 
three-color opening 
Woodward & Lothrop; 
New York, for a promotional piece for 
Newsweek; Inland Litho Co., Chicago. for 
a medical booklet printed for G. D. Searle 
& Co., Chicago; and Thomas V. Hopper & 
Son, Philadelphia, for a letterhead and 
matching envelope for Penn Mutual Life 
Insurance Co. 


KSJO, KHUB Plan Sales Office 

Stations KSJO, San Jose, Cal., 
and KHUB, Watsonville, C Cal., will 
open a national sales office in San 
Francisco Jan. 1. Hal Hoffman, 
sales manager for Forjoe & Co., 
radio station representative, will 
be manager of the new office. Zona 
Samson, formerly with Biow Co., 
will succeed Mr. Hoffman as the 
Forjoe office manager. 


Bowden Leaves ‘Mirror’ 
William K. Bowden has resigned 
as advertising director of the Los 
Angeles Mirror. He had been in 
the post since January, 1950, when 
he went to the Mirror from the 
Los Angeles Times, 
been research director. 


DeBon Joins Guild Agency 
Peter DeBon has joined the pro- 
duction department of Guild, Bas- 
com & Bonfigli, 
Francisco. 


for a 
Autocar Co.; 
Washington, for a 
announcement for 
Raleigh Offset Co., 


The Eye and Ear Department 


Procter & Gamble’s 


ever, is the commercials. 


male—integument. 


The same may be said for 


same show. 


effective. 


—very refreshing. 


“Fireside Theater”"—over NBC-TV, Tues- 
day nights—is fair television entertainment. As film goes, it’s 
well above average for TV presentation. 

What this department wishes particularly to commend, how- 
Their purpose is to get across the 
gentleness of Ivory soap on the human—particularly the fe- 
And the manner of their presentation is 
itself gentle. The announcer does not attempt to hit high C— 
nor does the photography attempt to explode in your face. As 
a result, not only by what is said but by how it is said, Ivory’s 
gentleness is got across in a most effective manner. 


It comes across with a great deal of sincerity and 
believability. No fantastic claims. No drumming of the message 
into your ears. Just some simple statements of fact. 


Very unusual, too, for a company that’s 
day miracles and getting white clothes whiter than white. And 


the Crisco commercial on the 


Very 


been claiming wash- 


the FCC} 


where he had | 


Advertising, San 


Buys Blue Seal Asbestos 


Carl H. Krause, former New 
York works manager for Trum- 
bull Electric Mfg. Co., has pur- 
chased Blue Seal Asbestos Corp., 
Brooklyn, insulating parts fabri- 
eator. Mr. Krause will function as 
president of the company. 


Kebler Joins Brunswick 


Edward G. Kebler, formerly in- 
structor in marketing at DePaul 
University, has joined Brunswick- 
Balke-Collender Co., Chicago, 
manufacturer of bowling and bil- 
liard equipment, as assistant sales 
training manager. 


Brisacher Names Firenze 

Ettore Firenze, art director in 
the San Francisco office of Bri- 
sacher, Wheeler & Staff for the 
past 24 years, has been named a 
vice-president of the agency. 


N. W. Ayer & Son Names Two 

Mark Hawley, formerly with 
NBC as a television producer and 
with Popular Science Monthly, has 
joined the radio-television staff of 
N. W. Ayer & Son, New York 
Dorothy C. Smalley, formerly with 
S. W. Wilkerson, Philadelphia, has 
joined the agency’s medical selec- 
tion staff in Philadelphia. 


Names Dale Armstrong 

Dale Armstrong, formerly vice- 
president in charge of public re- 
lations for Trans World Airlines, 
has joined the New York office of 
Executive Research Inc., public re- 
lations counsel. 


Appoints Garfield Agency 

Franzia Bros. Winery, Manteca, 
Cal., has appointed Sidney Gar- 
field & Associates, San Francisco, 
as its agency. 


ANN 


for some of the nation’s largest 
corporations — 
side to the printed book. 
all done under one roof. Whether 


it is to be Letterpress or Offset, 


(VERS! R ae ARY 


& oe eS 


Ww, 


signed, well-produced printed 


pieces. 


deliverance of good values to an 


appreciative market. 
Manz is 84 years old. 
the value to be derived 


issuance of an appropriately pre- 
We have 


produced anniversary brochures 


pared anniversary picce. 


quality and economy ate combined 


to deliver the top expectancy 
in fine printing. 


OrFrFICceES ° 


cHICAGO ad 


dias, 


are more than just nicely de- 


They are symbols of the 


from the creative 


It was 


DETROIT e NEW 


‘Star’ and ‘Tribune’ Name 
Cordingley National A. M. 


William A. Cordingley has been 
advertising 


appointed national 
manager of the 
Minneapolis Star 
and Tribune. He 
had been assist- 
ant manager of 
the department 
for the past year 

Mr. Cordingley 
joined the adver- 
tising staff of the 
Star and Tribune 
in 1940 

In 1941, he 
went into service 
as a private in , 
the Army, and received his dis- 
charge in 1946 with the rank of 
iieutenant colonel. 


Procunier Joins Sigman 

M. F. Procunier has joined Sig- 
man & Associates, Chicago art 
Studio, as a partner in the company 
which will now be known as Sig- 
man-Procunier Studio. 


Appoints Shaw & Schreiber 
Strickland’s Mountain Inn, Mt. 
Pocono, Pa., resort hotel, has ap- 
pointed Shaw & Schreiber Inc., 
Philadelphia, as its agency. 


“LONDES! BRUNETTES! REDHEADS! 
—MEET 1,000,000 WOMEN! 


Here's your chance to reach the members 


of Aunt Ellen's nationally known » le 


W. A. Cordingley 


work club. The WORKBASKET is ur 
‘ible. A fabulous market... numbiting 
over 1,000,000 home-makers who c« it 
the purse strings. ..avadableto advert for 
the first time. Exciting success stone d 

sample copy. ad 
AUNT ELLEN’S your letterhea@, . 


428 Handcraft Bullding, Kansas City 16, 
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Results? 


He heard from the 
TOP BRASS, themselves! 


This fellow wanted a job at a salary well up in 
the five-figure brackets, and he didn’t want to 
cool his heels in reception rooms looking for it. 
So he ran a classified ad in ADVERTISING 
AGE’s “Advertising Market Place.” 


He says: 
ADVERTISING AGE too highly for the splen- 
did response. I got over a dozen inquiries and 
with one exception they all came from either 
the presidents or the executive vice-presidents, 
indicating that ADVERTISING AGE is routed 
to the top men first!” 

He’s right: To reach the men who make the 
decisions, tell your story in ADVERTISING 
AGE’s classified columns — the “Advertising 
Market Place.” Rates are low, results are tops! 


“I can’t recommend 


No. 3839. Survey of Commercial 
Refrigeration and Air Condi- 
tioning. 

Facts on how the commercial 


fefrigeration and air conditioning 
market is expanding in sales and 
@dded products and services are 
resented in this survey offered 
e Air Conditioning and Refriger- 
G@tion News. It gives specific infor- 
Mation on classifications of busi- 
products now sold or 
anned for future sales and vol- 
1e of business done in various 
arkets. 


sses, 


>» 3841. Retail Distribution 

| Beer and Wine in the 

© England Market. 

) Retail distribution figures for 
Ber, ale and wine in 48 cities in 
ew England are shown in a new 
dy released by the New England 
wspapers Advertising Bureau. 
vering a total of 970 package 
di grocery outlets, this study in- 

dicates the distribution of each 


bgand by cities. 


3842. 1951 Buying Intentions 
* of Wisconsin Farm Families. 
gpeine intentions of Wisconsin 
m families for the next 12 
months are outlined in this study 
prepared by the research depart- 
ment of the Wisconsin Agricultur- 
ist & Farmer. In addition to house- 
hold furnishings, equipment and 
farm products, the study also 
covers new construction, remodel- 
ing and repairs planned by Wis- 
consin farmers during 1951. 


of 


New 


No. 3844. Rates and Data For Min- 

nesota Newspapers. 

Advertising rates, circulation 
figures and mechanical specifica- 
tions for 440 weekly and daily 
newspapers in Minnesota are listed 
in this 32-page 1951 Rate Book 
issued by the Minnesota Editorial 
Association. Other information in- 
cludes a,map showing location of 
newspapers by counties, names 
of publishers and market data 


Information for Advertisers 


‘No. 


No. 3846. Compass Points of Busi- 
ness. 

This study, which appeared in 
the November, 1950, issue of Dun’s 
Review, contains the opinions of 
executives of large manufacturers, 
wholesalers and retailers located 
in all sections of the country re- 
garding future trends relating to 
their business. Such aspects as net 
sales, new orders, net profits, num- 
ber of employes, and levels of their 
dollar inventories and_ selling 
prices are discussed. An accom- 
panying chart, prepared by Dun & 
Bradstreet, shows the relationship 
of prices paid for food, textiles, 
building materials, wages and the 
shifting value of the dollar at the 
wholesale level for the past 100 
years. 


No. 3847. Study of the Lumber In- 
dustry. 

The story of lumber, its past and 
future importance to the nation, is 
illustrated in this booklet, “Sus- 
tained Yield,” published by The 
Timberman. Facts about industry’s 
marketing, merchandising and ed- 
ucational efforts, as well as media 
data on The Timberman, are in- 
cluded. 

No. 3848. Selling the Elementary 
School Teacher. 

Brand preferences and buying 
habits of grade school teachers and 
their influence on the purchase of 
school supplies are presented in 
this survey and data book offered 
by The Grade Teacher. It also con- 
tains several pages of charts and 
statistics on the school field. 


3851. Market for Spraying 
Equipment and Chemicals. 

Brand and type preferences of 
spraying equipment and chemicals 
purchased by Wisconsin farmers 
are given in this survey conducted 
by Wisconsin Agriculturist and 
Farmer among implement dealers 
in the state. Data include sales ex- 
pected during 1951. 


Note: Inquiries for the items listed above will not be serviced beyond Feb. 12. 


USE COUPON TO _ OBTAIN INFORMATION 


200 E. Illinois St., Chicago 11, Il. 


—please print or type) 


NAME . 
COMPANY 


Readers Service Dept., ADVERTISING AGE 


Please send me the following (insert number of each item wanted | 


ADDRESS ..... 
CITY & ZONE 


STATE 


f THe Apvertisingc MARKET Pace § 


Rates: 75¢ per line, minimum charge $3. Cash with order. Figure all cap lines 
(maximum—two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Deadline Wednesday noon 12 days pre- 


| 
| 


ceding publication date. 


Display classified takes card rate of $11.25 per 


column inch. Regular card discounts, size and frequency, apply on display. 


HELP WANTED 
Advertising Space Salesman 
‘oods-Merchandising Exp. 
GEORGE WILLIAMS—PERSONNEL 
209 S. State St Ha 7-2063 Chicago 4 
DIRECT MAIL SPECIALIST 
An unusual and attractive opportunity in 
San Antonio, Texas is offered Mail Order 
Specialist with proven record of produc- 
tion. Must be good idea man, familiar 
with layout, and capable of writing re- 


sult-getting sales copy. Our business is 
firmly established and offers a_ bright 
future to the man who can qualify. Please 
give full particulars regarding yourself, 
background and salary wanted, in reply 
Wm. P. Taylor 

P.O. Box 2710 

San Antonio, Texas 


FRED J. MASTERSON 
ADVERTISING & PUBLISHING 
PERSONNEL 
All types of positions for men and women 
185 N. Wabash Fr-2 0115 Chicago 
Ask for ELINOR KENT 
Agric. Copywriters... Agency ...$4200-$10,000 
Agric. degree. Agric. machy. mfg. exper. 
Adv. Asst-Major Home Appli. exp....$5,000 
Young. 2 yrs. exp. Oppor. to advance 
Sales Prom-Mkt. Research Degree....$4,800 
2 yrs. exp. chem. field. Good speaker 
TV Copywriter-Retail exper $4,000 
Strong promotional copy. Agency oppor 
Mkt. Research Woman-Degree req ...$3,300 
Gd. statistician. Compilation, analysis 
MONARCH PERSONNEL 
28 E. Jackson Wa 2-9400 Chicago 4 
PERSONALIZED SERVICE 
We have clients looking for outstanding 
individuals in Merchandising. Advertis- 
ing, Sales Promotion and Management 

"AND 
Writers, Publicity, Public Relations, Me- 
dia, Art and Production talent. 
THE HONES COMPANY 
14 E. Jackson Blvd. Chicago 4, Il 


CONTACT FOR AGENCY 


HELP WANTED 
WANTED 

Experienced TV broadcasting technician 
for Midwestern Television Station. Ex- 
perienced AM engineers will be considered 
in lieu of actual TV experience 

Box 3532, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Ill. 


POSITIONS WANTED 
Advertising space salesman, 30 years, mar- 
ried, draft exempt, 5 years solid consum- 
er magazine, newspaper and radio exper- 
ience. Well known in all eastern adver- 
tising agencies. Write 
Box 345, 1474 Broadway, New York City 

ADV. AGENCY HEAD AVAILABLE 
Present owner of general agency 
14 employees, 
good A. E. spot in large agency. Age 35, 
Univ. grad. Mansion, 3 children. Estab 
L. A. Calif. Wide Exp. all phases incl 
TV. radio, motion pictures. $11-15,000 
Avail. 30 days 

Box 3531, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
Account Executive. Young, aggressive ad 
man, valuable experience in all phases 
of adv., merchandising, sales. Self-start- 
er, dynamic idea man, capable planner 
Box 3533, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 
ADVERTISING-PROMOTION DIRECTOR 
Young woman with agency-publication- 
radio background. Go-getter 


Box 3534, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill 


MISCELLANEOUS 
NOW - 1951 IDEA CALENDAR - $2.00! 
14 Big Pages of Timely Ideas 
Roy Jacobs, P. O 
Bridge Station, New York 33, New York 
FINE CANADIAN MAILING Ss 
175,000 Mail Buyers on Elliott 
Will rent to reliable. house. Can 
Write-TOBE’S, Niagara-on-the-Lake, Ont 


TOP-FLIGHT 


Small Chicago agency (ABP, APA) TRADE PAPER REPRESENTATION 
will act as contact for out-of-town Outstandingly successful trade paper sales- 
“h i man desires to represent 1, 2 or 3 publi- 
agencies. Conf. corr. exch. invited. cations on agent basis im East. Proved 
— . record of success assures high-grade rep- 
Address Box 7774, a a Age, resentation, and maximum advertising 
200 E. ois .. Chicago 11, Ill. linage. Box 7775, ADVERTISING AGE 

E. Illinois St., C g 11 E. 47th St.. New York 17, N. ¥ 

q Distinctive 


ADVERTISING SALESMAN 
Experienced in competitive selling and re- 
tail food accts. Real opportunity advance 
on large, mid-western afternoon daily 
newspaper. Can arrange interview at 
NAEA convention in Chicago. Write full 
details, Box 7776, Advertising Age, 200 E. 
Illinois St., Chicago 11, Ill 


FARM ART 


Authentic, realistic, farm animal il 
lustration for posters, booklets, ads 
ete. Reasonably priced, quick serv 
ice, layouts cubmitted. Nationally 
mized artist. Write for samples 


Lyle ~ | 


Bonney’s Ad Copy Revamped as Survey 
Shows Mechanics Prefer Sports Scenes 


ALLENTOWN, Pa., Dec. 28—Me- 
chanics, strangely enough, prefer 
calendars bearing artistic sports 
pictures rather than cheesecake 
for their shops. 

In fact, a special survey made 
for the Bonney Forge & Tool Works 
by its agency, Aitkin-Kynett 
Co., Philadelphia, discovered that, 
given a choice between the popular 
undraped pin-up and a picture of 
a bird dog, the mechanic will take 
the latter. 

The Bonney research, made to 
determine tool brand preferences, 
added the calendar art question on 
a routine basis. 

As a result of these surprising 
results, the Bonney company re- 
vised its 1951 advertising campaign 
to include four-color ads for the 
first time in the company’s history 
and a considerable increase in 
magazines and insertions. 


@ The campaign was developed by 
creating a series of artistic paint- 
ings of sports scenes, the first a 
four-color page in Popular Me- 
chanics for December showing a 
duck hunter drawing.a bead on 
some ducks. The headine is “You 
can usually spot a good hunter by 
his gun.” Copy goes on to stress 
that mechanics like quality brand 
tools. 

Ads in Commercial Refrigera- 
tion, Implement & Tractor, Mill & 
Factory, Motor, Motor Age and 
Southern Automotive Journal will 
be in two colors throughout the 
year, but sports scenes also will ‘be 
used. 

To merchandise the ads, Bonney 
decided against the usual reprints. 


Instead, the plates used in Popu- 
lar Mechanics were slightly re- 
designed, calendars were made 
from them and then attached to 
point of sale boards showing all the 
magazines in the Bonney sched- 
ule for the coming year. 


Starts TV Cigar Drive 
in Chicago, Los Angeles 

Jose Escalante & Co., Chicago, 
manufacturer of Corina Lark ci- 
gars, has signed to sponsor “Aca- 
demy Theater” over KECA-TYV, 
Los Angeles, Fridays, 7-7:30 p.m., 
beginning Jan. 5. The new pro- 
gram takes over the time occupied 
by the company’s “Pro Football 
raed which finishes Dec. 

Escalante also is _ sponsoring 
“Academy Theater” over WENR- 
TV, Chicago, Mondays, 9:30-10 
p.m., for a 26-week period. The 
shows consist of two 15-minute 
films made especially for televi- 
sion. 


Two Purchase KSMA 


John Hagerman, formerly man- 
aging editor of the Times, Santa 
Maria, Cal., and John I. Groom, 
former assistant manager of Sta- 
tion KSMA, Santa Maria, have 
purchased KSMA from John H. 
Poole, and will take over as co- 
managers on Jan. 1. The sale is 
subject to FCC approval. Mr. Poole 
will retain his ownership of Sta- 
tion KALI, Pasadena, Cal. 


Fish Names William Simms 

Paul R. Fish & Associates, San 
Francisco, publishers’ representa- 
tive, has named William H. Simms, 
former advertising manager of 
Fortnight in northern California, 
as manager of the San Francisco 
office. 


6 yrs. | 
wants to chuck works for | 


| 


Box 162, Washington | 


Advertising Age, January 1, 1951 


Full-Scale Buick 
Ad Drive Planned 
Backing New Models 


Detroit, Dec. 27—Buick Motor 
division of General Motors Corp. 
is preparing to launch its 1951 
model passenger cars with support 
of an advertising campaign fully 
as strong as that of 1950. 

A five-day teaser drive in news- 
papers in 150 key cities will pre- 
cede the announcement of the new 
Buicks on Jan. 17. 

Although prospects for Buick 
production and sales are held far 
below the record level of 552,000 
units in 1950, the second largest 
producer of the General Motors 
line will announce the new models 
in 2,500 daily and weekly news- 
papers. 

Also on the announcement pro- 
gram are 500 radio spots, and TV 
spots in cities where television is 
available. In addition to local ra- 
dio spots, Buick will use network 
spots on both ABC and NBC on a 
national basis. 


e@ Plans call for the use of 25 na- 
tional, farm and trade publications 
in the sustained followup cam- 
paign, beginning in late February 
and January issues. Magazines on 
the list include Better Homes & 
Gardens, Collier's, Life, The New 
Yorker, Newsweek, The Saturday 
Evening Post and Time. 

Dealers are being supplied with 
a full direct mail kit and are being 
urged to use it extensively. Buick 
has no outdoor program scheduled. 

Kudner Agency handles the ac- 


| count. 


| 


Sylvania Planning 
Annual Television 


| Creative Awards 


New York, Dec. 27—Sylvania 
Electric Products last week an- 
nounced that it will sponsor Syl- 
vania Television Awards starting 


| next year to give recognition to 
| creative 


accomplishments in the 
new medium. This innovation will 
coincide with the company’s cele- 
bration of its 50th anniversary. 

Top award, according to Don G. 
Mitchell, Sylvania president, will 
go to the program “deemed best 
as creative television technique.” 
Other presentations will be made 
to individuals—to a writer, pro- 
ducer, director, actor or actress, 
camera man, scene designer, light- 
ing expert, make-up man—‘“con- 
sidered to have made the greatest 
contribution” in the period from 
Jan. 1 to June 30, 1951, in their 
particular departments. Winners 
will be honored at a dinner next 
August. 

Duplicate awards will go to net- 
work or station (if a local pro- 
gram) and to sponsor and agency, 
if a sponsored program. 


Douglas, Powell Acquire 
‘Arizona Wildlife-Sportsman’ 

Ernest Douglas and Clarence 
Powell, publisher of Arizona 
Farmer, have acquired the Arizona 
Wildlife-Sportsman, Phoenix, from 
the Arizona Game Protective Assn. 
The January issue will be the first 
under the new ownership and 
management. The magazine will 
become a strictly commercial en- 
terprise, and also will continue as 
the official publication of the as- 
sociation. 

Mr. Douglas and Mr. Powell will 
be editor and manager, respective- 
ly. Ralph O. Brown has been named 
managing editor. 


Admen Set Conference Theme 

Theme of the mid-winter con- 
ference of the Advertising Assn. 
of the West, scheduled for Jan. 1!- 
13, at Phoenix, will be “How Or- 
ganized Advertising Can Better 


Serve Today.” Raymond Rubicam, 
retired board chairman of Young 
& Rubicam, will be the principal 
guest speaker. 


~_ 
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WASHINGTON, Dec. 26—Depart-! 
ment store sales volume reached 
an all-time high during the week 
ended Dec. 16 

Dollar volume of consumer buy- 
ing was 9% above sales in the 
corresponding week of 1949—the 
previous record period—and 10% 
above 1948 volume during the 
same week. 

The buying pattern during the 
holiday season this year was fairly 
uniform in almost all Federal Re- 
serve districts. Christmas shop- 


ping got under way slowly after 


DEPARTMENT STORE 
LES INDEX 


1995.39 EQUALS 100 


Week to Dec. 16, '50* p637 
Week to Dec. 17, '49*..584 
Week to Dec. 9, '50*....554 
Week to Dec. 10, '49*..542 
Week to Dec. 2, '50*....444 ] J 
Week to Dec. 3, 49*....449 


pPreliminary 
*Not adjusted seasonally 


Thanksgiving, as compared with 
preceding years. But the tempo in- 
creased as the weeks passed and | 
dollar volume Dec. 16 pushed the 
sales index curve to 637 (1935-39 
equals 100). 

Greatest gains among the dis- 
tricts were the 13% rise in the 
Chicago area, a 12% increase in 
St. Louis and a 10% gain in both 
Philadelphia and Atlanta. No dis- 
trict reported a decrease in sales 
as compared with last year. 

Largest increase reported by 
any of the cities was the 22% gain 
in Akron and Cleveland. And for} 
the first time since the summer 
war-scare buying wave, no city 
recorded a decline in dollar vol- 
ume. However, figures are not 
available for four cities. 

% Change from ‘4 
Week Ended 


Federal Reserve Dec. Dec. Dec. 
District and City 2 ” 16 


UNITED STATES —l ” 
Boston District —t _ 6 
New Haven 2 8 | 
Boston 5 


Springfield 
Providence 


we wane 
te 


New York District 
Newark r3 
Buffalo rio 


New York 
Rochester 
Syracuse 
Philadelphia District 
Philadelphia 
Cleveland District ' 
Akron ~—27 28 
Cincinnati 
Cleveland 
Columbus 
Toledo 2 8 


NAwWNNSSENAW 


Erie | 
Pittsburgh ° ° | 
Richmond District —? res 
Washington 4 —-3 8 
Baltimore 2 1 8 
Atlanta District 7 7 10 
Birmingham 19 8 9) 
Miami 14 19 ° 
Atlanta 7 r7 9 
New Orleans —3 0 1 
Nashville 4 r—5 od 
Chicago District 7 3 13 
Chicago 6 —1 10 
Indianapolis ~-2 7 17 
Detroit 10 11 15 
Milwaukee 11 —5 16 
St. Louis District :-—5 hd 
Little Rock —13 6 4 
Louisville 2 3 16 
St. Louis 5 -—6 10 
Memphis 8 i4 4 
Minneapolis District 2 +1 7 
Minneapolis 4 -1 10 
St. Paul —2 —8 0 
Duluth-Superior 1 6 17 
Kansas City District 5 re 9 
Denver 6 3 6 
Wichita 16 6 14 
Kansas City 3-3 12 
St. Joseph —7 —6 5 
—— City o —7 4 
Tulsa 1 —5 ° 
— " District 7 ri s 
Dallas 2 0 3 
Fort Worth r5 ro 5 


Federal Resssee Tinuies on  Depastment Steve Sales 


| Pabst Blue Ribbon beer, 


iad 


oe or aenuwe- 


Houston 
San Antonio 

San Francisco District 
Los Angeles Area 
Oakland 
San Francisco 
Portland 
Salt Lake City 
Seattle 


8 
—3 
r 
—1 
0 

4 

0 

4 

9 


Yun NMNaUD 


~ 


*Data not available 
rRevised 


DEPARTMENT STORES’ 
SALES UP 4% IN ‘S50 

New York, Dec. 28—Data sub- 
mitted to the National Retail Dry 
Goods Assn. by 227 department 
and specialty stores shows ag- 
gregate sales approximating $2 bil- 
lion for the nine months ending 
October, 1950. 

Sales in the department store 
group increased 4%, while the 
specialty store group showed no 
increase in sales. Department store 
gross margin advanced to 36.5% 


from 35.3% in 1949, while ex- 
penses as a percentage of sales 
dropped slightly. Resulting profits 
from merchandising operations 
were 3.6% compared with 2.1% 
for the corresponding period last 
year. Net gain after estimated 
taxes equaled 2.9% in relation to 
1.9% in 1949. 


e For the specialty group, gross 


margin advanced to 38.4% from 
36.8% a year ago. Expenses were 
slightly above a year ago and 


profits from merchandising opera- 
tions reached 3.8% compared with 
2.3% last year. An advance of 0.6% 
was realized in the net gain of 
specialty stores after estimated 
taxes, with the resulting figure 
being 2.9%, against 2.3% for the 
same months in 1949. 

By the end of October, 1950, the 
typical department store had in- 
creased merchandising inventories 
16% above their level of a year 
ago. This inventory build-up oc- 
curred mainly since the outbreak 
of hostilities in Korea. 

Commenting on the possible ef- 
fects of mobilization, Raymond F. 
Copes, general manager of 
NRDGA's Controllers Congress, 
said it is possible that department 


|} and specialty stores will face the 


task of satisfying an increased 
dollar demand resulting from the 
involuntary channeling of consum- 
er purchasing power into apparel 


and other soft goods. 


| Pabst Signs All-Star Game 


Pabst Sales Co., Chicago, for 
has signed 


to sponsor the first all-star pro- 


fessional football game, to be 
played Sunday, Jan. 14, in Los 
Angeles. Selected radio stations 


throughout the country will carry 
the broadcast, beginning at 1:30 
p.m., PST. The game is being pro- 
moted by all Los Angeles news- 
papers for charity purposes. A 
half-hour film of the event will be 
made for delayed showing to tele- 
vision audiences. Warwick & Leg- 
ler Inc., New York, is Pabst’s agen- 
cy. 


Tampa Adclub Elects 


Ernest Atkins, Graham-Jones 
Paper Co., Tampa, Fla., has been 
elected president of the Tampa Ad- 
vertising Club. Other officers 
elected are: Vice-presidents, Louis 
Benito, Griffith-McCarthy Adver- 
tising Agency, Charles E. Mullen 
Jr.. Florida Grower Press, and 
Fred Orr, Tampa Motor Club; sec- 
retary, Bill Segars, Advertisers 
Mailing Service, and treasurer, Roy 
McGahagin, Tampa Paper Co. 


8x10 genvine glossy photos 
in quvontities aoe Biss B18 


FOR ALL PURPOSES 


Snorp. clear, crisp’ Prompt Ochivery 


Ph: WH itehall 4-2930 
53-59 E. IMlinois St. 
Chicago 11, Illinois 
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(or was it 


He won't eschew “ 
and So,” 


grow. 
His copy’: 


H. M.S. METAPHOR 

“Pirates of Penance”’?) 

He is the very model of an advertising copy man, 

He plugs the advertiser's stuff in glowing terms as best he can; 
He keeps his pencils sharpened and his dictionary by his side, 
He studies ApVERTISING AGE and faithfully subscribes to Tide. 
He conscientiously avoids the use of headline negative, 

With guarantee and warranty he never is renege-ative; 
Amazing New” 


For Reader Studies prove such phrases make a client grow and 


couched in deathless prose to tantalize posterity, 

The selling stories therein told will generate prosperity; 

His copy institutional is rife with pleasant platitudes, 

His fashion language parallels the models’ high-flown attitudes; 
His product-praising phrases speak in manner quite stentorian, 
While secondary claims are only slightly sophomorian. 

So though by any other standards he may be a 
He is the very model of an advertising copy man. 


Send your own versatile contribution to AA's Poetry Corner. 
ruin your amateur standing for there's no pay involved.) 


or “Thousands Switch to So- 


sloppy man, 


——ERIC STIGLER, 
Schwimmer & Scoit Inc., Chicago 


(You can't 


Signs Newscast for Boscul 

Wm. S. Scull Co., Camden, N. J., 
manufacturer of Boscul coffee, has 
signed for a 15-minute daily news- 
cast over Station KYW, Philadel- 
phia, 12-12:15 p.m. The program 
also will feature Boscul’s “Doorbell 
Ringers’ Quiz,” awarding six 
prizes each day. The 13-week con- 
tract was placed through Lewis & 
Gilman, Philadelphia. 


Perkin-Elmer Names Two 

Dr. Van Zandt Williams, direc- 
tor of instrument development and 
sales for Perkin-Elmer Corp., 
Glenbrook, Conn., manufacturer of 
scientific instruments, has been 
named vice-president and director 
of sales and research Dr. Lee 
Davenport has been named execu- 
tive vice-president of the com- 
pany 


21 


Los Angeles CofC Sets 
Business Outlook Meeting 

The Los Angeles Chamber of 
Commerce wiil hold its third an- 
nual Business Outlook Conference 
on Jan. 16, at the Ambassador Ho- 
tel. Carl P. Miller, publisher of the 
Pacific Coast edition of the Wall 
Street Journal, will serve as chair- 
man. 

Co-sponsoring organizations in- 
include: Los Angeles Advertising 
Club; American Marketing Assn.; 
American Statistical Assn.; Sales 
Executives Club; California Society 
of Certified Public Accountants; 
Downtown Business Men's Assn.; 


Life Underwriters Assn.; Credit 
Managers’ Assn.; Los Angeles 
Realty Board; Los Angeles Stock 
Exchange; National Assn. of Cost 
Accountants, and Purchasing 
Agents’ Assn 


Hunt-Spiller Names Moreland 

John A. Moreland Jr., formerly 
with Wadell Equipment Co., has 
been appointed manager of the 
automotive sales division of Hunt- 
Spiller Mfg. Corp., Boston, pro- 
ducer of heavy-duty brake drums 
and clutch plates. 


NBC Spot Sales Names Two 


Joseph Goodfellow, former ac- 
count executive for WNBC, and 
George Dietrich, formerly general 
manager of Radiotime Inc., have 
been named account executives in, 
the NBC spot sales department, 
New York 


eee... WHEN YOU THINK OF AZQpapg- 
THINK OF FLORIDA'S THREE BIG MORNING D 


GROWING! GROWING! GROWING! 


Here ws a quick picture of Florida’s amazing growth com- 
nation as a whole since 1940. 


pared with that of the 


Florida Increase 
Population 


46% 
Individual Income 228% 
Wages and Salaries 256% 
Business Income 265% 
Property Income 155% 
Farm Income 277% 
All Other Income 255% 
Retail Sales 280% 


Number of Businesses 63% 
Bank Resources 


National Increase 


235% 


210% 


“ea 
THINK OF 4 


‘ >| 
len. 


States. 


15% 
160% 
175% 
175 % 
9% 
167% 
106 78 percent of 
25% 

119% 
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Jacksonville - 


MIAMI 


If you manufacture, or advertise, 
a product you want to sell America, think first 
in terms of Florida. 


To sell it to America, test it in Florida. 
test it best in Florida, use Florida’s three big 
morning dailies. 


ne yf a ate 


720, COA 


You can feel the buying pulse of America 
in Florida — and at lowest cost. 


Florida is a big local market with national 
buying habits. 


Its permanent population is 


made up of former residents of the other 47 


To 


These three newspapers give 


you the diversified coverage you want — city, 
suburban and farm families—in Florida’s three 


major markets and their rich trade areas where 


Florida’s effective buying in- 


come is concentrated. 


FLORIDA TIMES - UNION 


National R id, inc., 


7 “*e" 


National Representatives Sawyer -Ferguson-Wather Co. 


HERALD 


National Representatives Story, Brooks & Finley, inc., A. S. Grant, Atlanta 
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Federal Reserve Survey Reveals U.S. 
Families Are in Good Financial Shape 


WASHINGTON, Dec. 28—Federal 
Reserve Board estimated today 
that all but 8% of the nation’s 
52,000,000 spending units are on 
the plus side of the ledger, so far 
as the ownership of liquid assets, 
automobiles, homes and businesses 
are concerned. 

In a final summary of the con- 
sumer finance survey made early 
in 1950, 
individual holdings of liquid assets 
alone amount to $133 billion. These 
holdings plus equity in homes, 


cars and businesses towered over | 
consumer | 


long and short term 
debts, which amount to $65 billion. 


Even among those who “dis- 
saved" during 1949—spent more 
than they earned—relatively few 


had negative net worth. Medical 


: 
bills and automobiles were impor- | 


tant causes of dissaving, but for 
the most part dissavers were mere- 


ly converting liquid assets into 
ranhic 
PHGETO-E RAVERS 


PAINSTAKING CRAFTSMANSHIP 
FIDELITY OF REPRODUCTION 


the board indicated that, 


PERSONALIZED SERVICE 


679 N. WELLS ST., CHICAGO 10, 1K. 
“WHyehall 4-3450-1-2 


homes or other types of assets. Ap- 
proximately six of every ten dis- 
savers had net worth in excess of 
$1,000 and 30%-40% were worth 
at least $5,000 


e Federal Reserve found that 70% 
of all spending units had some type 
of ..quid assets—U. S. Savings 
Bonds, savings or checking ac- 
counts. The proportion of liquid 
assets held by the top 10% income- 
wise had turned noticeably down- 
ward, possibly because 1949 was 
an off year for many business men 
and farmers. 

Nevertheless, the board said that 
} the 5,000,000 spending units mak- 
ing up the top 10% income-wise— 
| those with annual incomes over 
| $5,800—had about $45 billion of 
liquid assets. The next 21,000,000, 
making up the remainder of the 
top half income-wise ($2,700 to 
$5,800), accounted for approxi- 
mately $49 billion, and the remain- 
ing 26,000,000 units in the low half 
had $35 billion. 


@ Roughly 21,000,000 non-farm 
families were bracketed as home 
owners, an increase of 750,000 
since last year’s study. Home own- 
ers were among the most heavily 
indebted, and only about 20% of 
the homes purchased in 1948, com- 
pared with early 1950, were mort- 
| gage free. Mortgage-free purchases 
in the 1920s totaled 20% and those 
| in the '30s equaled 30%. 
Slightly over one-half of all 
|spending units reported owning 
| automobiles, and approximately 


WORCESTER 


WORCESTER’S WONDROUS TWINS: 


th 


in Drug 
Sales 
In 100,000 to 


250,000 population group 


1. high buying power 

Drug sales of $13,774,000* in 1949 are another 
shining example of the sales potentialities of the 
prosperous Worcester Market. The 200 drugstores, 


both chain and independently owned, that serve 


this area, shared 


in a 10 year sales increase of 


131% over sales in 1939 — ample evidence again 


in the Worcester 


of the high buying power of families in this major 
Central New England Market. 


-. 2, intensive newspaper coverage 
— Build robust sales of your drug or allied product 


Market through consistent ad- 


vertising in the Worcester Telegram-Gazette, the 


newspapers that blanket the area. Daily circula- 


tion in excess of 


150,000. Sunday over 100,000. 


, *Sales Management November 10, 1950 


>: TELEGRAM -GAZETTE 


WORCESTER, MASSACHUSETTS 


GEORG 


MOLONEY, REGAN & SCHMITT, 


Ff BooTn Pubtisher- 


INC., NATIONAL REPRESENTATIVES 


OWNERS OF RADIO STATION WTAG and WTAG-FM 


'@ Income 


GRAND PRIZE—Standard & Poor's Corp.'s 


publication, Advertising in Action, will 

give merit certificates each month during 

1951 for good merchandising ideas and 

advertising campaigns in the investment 

field, and then present this trophy to the 

national winner at a year-end invitation 
dinner. 


4% owned more than one car. 
Only 7% reported holdings of 
common stocks, while another 
8% had stakes in unincorporated 
businesses. 

Although about one-half of all 
consumers were entirely free of 


debt, the largest proportions were’ 


in the low income groups, and were 
debt-free largely because they 
were unable to obtain credit 


and indebtedness ap- 
peared to be closely related. The 
one-tenth of the population with 
the highest income was responsible 
for about one-fourth of the con- 
sumer debt. 

The full report containing an ex- 
haustive analysis of ownership of 
various types of assets by income 
group, age, occupation, and other 
significant characteristics, is 
printed in the “Federal Reserve 
Bulletin” for December. It is based 
on sample studies conducted for 
the board by the survey research 
center of the University of Michi- 
gan. 

Federal Reserve Board says it 
believes it understates rather than 
overstates the net worth of the 
public. 


‘Oregonian’ Appoints Two; 
Pangborn Joins WOAI 

Max Taylor, in the national ad- 
vertising department of the Ore- 
gonian, Portland, has been named 


classified advertising manager. He | 
C. McLain, who} 
has resigned. J. B. Twiford, adver- | 


succeeds Harry 


tising manager, also has resigned. 
No successor has been named for 
his position 

J. R. Somerville, chief auditor, 
has been appointed business man- 
ager of the paper. He succeeds 
Arden X. Pangborn, who resigned 
to become general manager of 
Southland Industries Inc., San An- 
tonio, operator of WOAI and 
WOAI-TV 


Irving-Cloud Names Two 

Irving - Cloud Publishing Co., 
Chicago, publisher of Jobber Top- 
ics, Super Service Station and 
Hardware & Housewares, 
named N. McKay Kneisly, vice- 
president and general manager, as 
president, succeeding the late Ken- 
neth Cloud. Hugh Cloud, formerly 
acting assistant to the president, 
has been named executive vice- 
president. 


has | 
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National Nielsen-Ratings of Top TV Shows 


Two-Week Period Ended Nov. 11, 1950 
All figures copyright by A. C. Nielsen Co. 


Total Homes Reached 


Rank Program (000) 
1 Texaco Star Theater (NBC) .. 5,492 
2 Philco TV Playhouse (NBC) .... 4,108 
3 Your Show of Shows (NBC, Snowcrop) 3,908 
4 Your Show of Shows (NBC, Crosley) . 3,752 
5 Your Show of Shows (NBC, Participat- 

ing) .. : tales 3,627 

6 Toast of the Town (CBS, Lincoin- 

Mercury) ’ 3,620 
7 Colgate Comedy Hour (NBC) . 3.609 
8 Stop the Music (ABC. Lorillard) 3,547 
9 Fireside Theater (NBC, P&G) ....... 3,498 
10 Howdy Doody (NBC, Int. Shoe) . 3,391 


Program Popularity* 


Rank Program (%) 
1 Texaco Star Theater (NBC) .. 60.4 
2 Fireside Theater (NBC, P&G) .... 53.1 
3 R. Montgomery Presents (NBC, Lucky 
Strike) .6 
4 = Show of Shows (NBC, Participat- - 
5 Phiteo Vv ‘Playhouse (NBC) . 47.6 
6 Your Show of Shows (NBC. Snowcrop) 46.2 
7 Toast of the Town (CBS, Lincoln- 
Mercury) , | 
8 Your Show of Shows (NBC, Crosley) 43.5 
9 Stop the Music (ABC. Lorillard) 42.9 
10 Mama (CBS, General Foods) 42.2 


*Per cent of TV homes reached in those cities where the program was telecast 


Hooper TV Ratings 
(Twelve cities in New York and Ohio) 


Dec. 1-14, 1950 

Texaco Star Theater (NBC) . a 5S Lights Out (Admiral, NBC) ...... 32.4 
Godfrey's Talent Scouts (Lipton, “cBs) =. Your Show of Shows (Several Sponsors, NBC) 31.9 
Fireside Theater (P&G, NBC) 44.7 Lone Ranger (General Mills, ABC) . 31.3 
Toast of the Town (Lincoin- Mercury, CBS) ..38.4 Studio One (Westinghouse, CBS) 30.9 
Cactus Jim (Sustaining, NBC) . 38.3 This Is Show Business (Lucky Strike, ‘cBs) w.4 
Man Against Crime (Camel, CBS) ‘ 34.6 Comedy Hour (Colgate, NBC) ; 29.4 
Mama (Maxwell House, CBS) . 34.5 Martin Kane (U. S. Tobacco, NBC) 29.2 
Philco Playhouse (NBC) .......... 33.3 


‘SEP’ Issues Survey 
of Market for New 
Passenger Cars 


PHILADELPHIA, Dec. 28—Sales ef- 
fort in the new car market must 
be concentrated in the upper-half 
income group of the U. S. with the 
beginning of the pay-as-you-go 
defense program. 

A comprehensive new survey of 
the passenger car market com- 
pleted by The Saturday Evening 
Post and released by Donald M. 
Hobart, Curtis Publishing Co. re- 
search director, indicates that the 


opportunity to sell new cars to the | 


upper-half income families is more 
than three times greater than to 
the lower half. Upper-half families 


50% with incomes above the 
median.” 

Regulation W, 

heavily increased income taxes, 


even will reduce the existing num- 
ber of families in the lower income 
brackets who previously were pur- 
chasers of new cars. As the na- 
tion’s wealth is earmarked for de- 
fense purposes, Mr. Hobart said, 
the sharpened selectivity of the 
market will become more and more 
apparent. 


@ Fewer and fewer people in the 
lower income groups will purchase 
high ticket items, such as new cars, 
especially in view of the fact that 
they are struggling with higher 
prices on food and clothing. 

The survey shows that of all cars 
purchased new, 76.5% are bought 
by the upper-half income families 
and only 23.5% by lower-half 
families. Even with used cars the 
upper-half families provide the 
greatest sales opportunities, since 
54.4% of used cars are owned by 
upper-half families, compared with 


45.6% for lower-half. 
At present, 614% of U. S. 
families own cars. By 1953, ac- 


cording to the Curtis study, this 
figure may reach 65%. Passenger 
car registrations are expected to 
total 40,000,000 this year. If con- 
ditions are normal, this figure will 
| reach 48,000,000 in 1953. 
According to studies, 68% of 
| total annual passenger car mileage 
is by the upper-half income group 
who own cars. Also, gasoline con- 
sumption per passenger car has in- 
creased from 709 gallons in 1948 
to 731 gallons for 1950, indicating 
that autos are being used more 
and more. 


Fairmont Names Ragnow V. P. 

Fairmont Foods Co., Omaha, pro- 
cessor of dairy and poultry prod- 
ucts and frozen foods, has named 
A. C. Ragnow, former vice-presi- 
dent and manager of the Chicago 
office of Campbell-Mithun Inc., as 
| merchandising vice-president. 


Johnson Wax Names Farwell, 
Croft as Vice-Presidents 


Fred M. Farwell has been named 
executive vice-president of S. C. 
Johnson & Son, Racine, Wis., man- 
ufacturer of wax and allied prod- 
ucts. He will assume his new duties 
with headquarters in Racine on 
April 1, following his resignation 
as vice-president of International 
Business Machines World Trade 
Corp. 

Hamilton Croft, acting general 
manager of Johnson, has been 
named international vice-president 
and will head the company’s newly 
created international division. Mr. 
Croft will relinquish his present 
duties with the company, but will 
retain his position as managing 
director of S. C. Johnson & Son 


| Ltd., Brantford, Ont. 
“South Bend Tribune’ Names 


are defined in the survey as “that | 


Wilhelm Ad Director 
Dean J. Wilhelm has been named 
advertising director of the South 


coupled with| Bend Tribune, succeeding the late 


W. Stace Bowman. Mr. Wilhelm 
became a member of the Tribune’s 
display advertising staff in May, 
1932. 


‘Houston Post' Names 
Moloney, Regan & Schmitt 

Moloney, Regan & Schmitt has 
been appointed general advertis- 
ing representative of the Houston 
Post, effective Jan. 1. 


Bell Aircraft Elects 


Roy J. Sandstrom has been elected 
vice president in charge of engineer- 
ing for Bell Aireraft Corporation, 
Buffalo, manufacturers of military and 
commercial helicopters, guided mis- 
siles, rocket engines, guided bombs, 
electronics equipment and research 
aircraft. Like most other men who are 
getting ahead in business, Mr. Sand- 
strom is a regular Wall Street Journal 
reader. 
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Along the Media Path 


e@ According to American Export-| 


er’s new “Survey on Export Ad- 
vertising Budgets,” 58% of the 


medium-size manufacturers of 


equipment and durable goods de- 
termine export ad budgets in meet- 
ings of company officials; 16% use 
a percentage of past gross sales 
for export ads; 13% use a percent- 
age of anticipated gross sales and 
13% set the ad budget through 
other methods. 

The data was compiled from 
questionnaires sent to: 2,392 man- 
ufacturers, 168% of whom re- 
sponded. The survey was under- 
written by American Exporter and 
was made by Francis L. Bohannan 
of New York University’s gradu- 
ate school of business administra- 
tion. 


e “Advertising Cost, $6,566. Trace- 
able Sales, $417,000" is the title 
of a 20-page booklet describing the 
Tobias jewelry ad campaign in 
Town & Country. The publication’s 
“success story” brochure covers the 


Beverly Hills jeweler’s seven-year | 


promotion, with reprints of many 
of the ads used. 


@ Between Dec. 7 and Dec. 15, the 
Chicago Sun-Times published five 
96-page issues. All available ad 
space in each of the five capacity 
issues was sold out. 


@ The Democrat-Herald, Albany, 
Ore., celebrated its 91st anniver- 
sary with a 142-page, ten-section 
special progress edition. Each sec- 
tion carried black and two colors. 
Nearly 500 news pictures ran in 
the issue. 


e@ Newsweek's international edi- 
tions this year will wind up with 
a 52.5% increase in linage, com- 
pared with last year. Linage of the 
Newsweek Pacific edition is 69% 
ahead (for U.S. advertisers) and 
Newsweek-European is up 35.1%. 


e “This Is Meredith's” is the title 
of an impressive 62-page brochure 
published by Meredith Publishing 
Co., Des Moines. The volume was 
designed to give present employes 
a comprehensive review of the 
company’s activities, to orient all 
new employes and as a_ public 
relations device. 


e@ Reports on the 1951 buying in- 
tentions of farm families in Iowa 
and Wisconsin have been issued 
by Wallaces’ Farmer & Iowa 
Homestead and Wisconsin Agricul- 
turist & Farmer, respectively. 


e@ The Philadelphia Inquirer has 
collected stories published in its 
columns during the recent national 
jamboree of the Boy Scouts of 
America in a 48-page booklet. 
Copies are available from the In- 
quirer. 


@ The 12th annual Christmas cam- 
era section in the New York 
World-Telegram & Sun Dec. 7 car- 
ried 35.5% more display advertis- 
ing than the newspaper's photo- 
graphic section last year. 


e Station KTUL, Tulsa, reviews 
the response to its offer of foreign 
news maps (carried on 14 news- 
casts over a two-day period) in 


a folder appropriately titled,| 
“Swamped.” 
e@ Flower Grower will set two) 


records with its January, 1951, is- 
| sue. Advertising is up 18% over 
last year’s January edition, and} 
the issue will have the largest cir- 
culation of any issue in the publi- | 
cation’s 36-year history. 

e@ The Chicago Sun-Times’ retail 
advertising manager, Gabe Joseph, 
has asked the Chicago Retail Fur- 
niture Assn. to adopt a code of 
furniture advertising ethics for the 
guidance of newspaper advertis- 
ing departments. He said that such 
a code is needed in order to pre- 
vent “5% or 10%” of unethical 
| copy from undermining confidence 
in the “90% to 95%” of honest 
furniture advertising. 


e@ Better Homes & Gardens has 
issued the first in a series of four- 
page tabloid news sheets titled, 
|“Promotion Wise on the Local 
Level.” The news bulletin de- 
scribes various promotion and 
| merchandising activities conducted 
by the magazine. 


e@ The Chicago Tribune is offering 
$25,000 in cash awards to out- 
standing entries in its fifth Better 
Rooms competition, which closes 
Feb. 19, 1951. Forty-five prizes, 
ranging from $100 to $1,000 each, 
will be awarded for designs in 
seven classifications—living room, 
living-dining room, dining room, 
adult’s bedroom, child's bedroor, 
kitchen and extra room 


e According to publisher's esti- 
mates, Esquire’s total circulation 
for the last six months of 1950 
will average about 790,000—an 
all-time high. Newsstand sales for 
the same period are up 6% over 
last year. 


e A delegation of admen from the 

| Portland Journal and Oregonian 
has requested the Oregon Liquor 
Control Commission to relax regu- 
lations prohibiting full-page liquor 
ads. The group also charged that 
the commission's restriction on the 
use of color is_ discrimination 
against Oregon newspaper pub- 
lishers, because of the quantity ol 
such advertising in national mag- 
azines. 

R. J. Jones, head of the Oregon- 
ian’s national advertising depart- 
ment and chairman of the group, 
said that the commission's inter- 
pretation of regulations has be- 
come progressively “tougher,” and 
he further asked that the liquor 
regulations be “brought up to 
date.” 

The commission recently banned 
Continental Distilling Corp.’s ad- 
vertising in Oregon from Jan. 16 to 
| Jan. 31, inclusive, because of al- 
leged violations of the liquor regu- 
| lations. 


e@ Southern Farmer reports that 
LeBlanc Corp., marketer of Hada- 
col, has signed a $60,000 space con- 
tract with the publication for 1951 
The contract is said to be the 
| largest ever written involving a 
southern advertiser, a southern 
| agency and a southern publication. 


CLEVELAND, Dec. 27—Television 
has an enormous potential as an 
educational force, “perhaps greater 
than any development since the 
printing press,” Dr. Paul A. Witty 
told an educational conference of 
the American Assn. for the Ad- 
vancement of Science today. 

But Dr. Witty, a Northwestern 
University professor of education, 
added that “this great potential is 
at present largely unrealized and 
unappreciated by most adults.” 

He reviewed the findings of an 
April survey of pupils, teachers 
and parents in Evanston, Ill. (AA, 
July 24) and declared that tele- 
vision only becomes a problem in 
the home when the parents per- 
mit it to become a problem. 


e He insisted that TV is not 
wrecking the I. Q.s of millions of 
American children, as some critics 
have charged, and said that tele- 
vision offers unparalleled oppor- 


Education Professor Asks TV Broadcasters 
to Exploit Educational Potential of Video 


tunities for education 

Dr. Witty called on parents and 
teachers to offset the “undesirable 
influence in television” by teach- 
ing children to discriminate in 
their choice of programs. 


Welch Names Rosenfield 


Abe Rosenfield, formerly a part- 
ner in Sive & Rosenfield, Cincin- 
nati advertising agency, has joined 
the Welch Grape Juice Co., West- 
field, N. Y., as advertising man- 
ager and public relations director 
Mr. Rosenfield previously was as- 
sociated with Right for Freedom 
Inc. as director of its stage, sound 
and radio division. 


Names David Hyatt 


Hartford Accident & Indemnity 
Co., Hartford, has named David 
Hyatt, formerly director of public 
relations for New York State 
School of Industrial and Labor Re- 
lations at Cornell University, as 
public relations manager. 
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Haley Replaces Kyser 

Jack Haley, in the “Ford Star 
Revue,” will replace Kay Kyser's 
“College of Musical Knowledge” in 
the Thursday 9 p.m., EST, time 
spot on NBC-TV. Ford Dealers of 
America is making this program 
shift effective Jan. 4. Haley was the 
summer replacement for the Kyser 
show this season. J. Walter Thomp 
son Co. is the agency 


Camel Buys Mystery Show 

R. J. Reynolds Tobacco Co 
Winston-Salem, will sponsor 
“Richard Diamond, Private Detec- 
tive” over ABC starting Jan. 5 at 
8 p.m., EST. William Esty Co. is 
the agency. Rexall Drug Co. will 
discontinue sponsorship of the 30- 
minute whodunit over NBC at the 
end of the current cycle 
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If you make any of these products — _— 


Lubrication Engineering 


can sell them for you ¢ 


343 S. DEARBORN ST. CHICAGO 4, ILL. 
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WRITE FOR FACTS 


The only Publication Devoted Exclusively to Lubrication 


Superintendent 


CHARLOTTE, N. C. 


partment using your product. 


department heads. In HOSPITAL 


The hospital field is enjoying 


mass consumer field. 


HOSPITAL MANAGEMENT is 
cation in this preferred market. 


must reach. It is your must buy. 


Says J. P. RICHARDSON 


PRESBYTERIAN HOSPITAL 


You Need Both Coverage 
and Readership to Sell the 
Booming Hospital Field! 


One important factor must be considered if you are 
to do an effective selling job in the booming hospital 
field: Hospital buying is a group operation! You must 
sell both the administrator and the head of the de- 


The importance of HOSPITAL MANAGEMENT in 
this rich field and to you as a selling tool is under- 
scored by letters like the one from Mr. Richardson, 
and the fact that over 88%, of hospital administrators 


“Hospital Management is a 
on any Hospital Subscription List” 


Nospital Management, 

200 Fast [llincts Street, | 

Chicago 11, Mlincts, | 
| 
| 


‘Must’ 
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CHARLOTTE 4m C 


Dear Sire: 


This is to compliment you on the erneral excellence 


regularly route HOSPITAL MANAGEMENT to their 


get both the coverage and readership that is needed 
—the deep penetration to department heads at the 
using, specifying and buying levels. 


with more new hospitals being built and more patients 
cared for than ever before. Construction expenditures 
of $750,000,000 in 1950 will probably be exceeded 
in 1951, because of the key role assigned to hospitals 
in the civilian defense program. 
hospital needs ave running at a rate of more than 
$3 billion o year. This is the preferred market in the 


pital circulation; unit coverage, and departmental 
penetration. It is must reading with all whom you 


MANAGEMENT you 


an all-time boom— 


Expenditures for 


of HOSPITAL MANAGED) EDT magazine, ite content ent 
make-up being consistently of superior quality, 


This publication is routinely made evaileble to 
the various department heade of the hospital, 
eniefly: Admitting Office, Purchasing, Nursing, 
Dietary, "aintenance, Business Office, and 
Medical ‘ecords. 


We consider |\(GPTTAL MANAGEMENT « "must" on any 
hospital subscription list, 
7 eure very truly, 
/ y 
vA | Eich tdiany 
2. P, RICKAMDSON, 
SPP: vb / Superintendent. 


v 


the preferred publi- 
It leads in ABC hos- 


200 E. ILLINOIS ST. . 


HOSPITAL 
MANAGEMENT 


CHICAGO 11, ILL. 


WRITE TODAY for your copy of ovr Reader 
ship Penetrotion Survey; Chopelie Ad-Reoder 
ship Analysis; Hospital! Architect Survey, and 
Food and Equipment Survey 


READ MOST BY MOST HOSPITAL EXECUTIVES 
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Congratulations 


You have initiated a movement of vital importance to the communications industry and 
the Nation. Your forthright action in demanding loyalty oaths from all your 2,500 regular 


employees, including radio and television performers, is commendable. 


With sponsors and their advertising agencies holding the vital power of checking programs, 


radio and television institutions merely assumed the role of transmitting vehicles.. 


This divided responsibility has created a dangerous gap — through which left-wing writers 


slickly and quickly squeezed. 


As a result of this condition radio and television have shirked what newspapers and maga- 
zines have shouldered — responsibility for both editorial and advertising material in their 


media. 


With the nation struggling for survival, mass communications become tremendously impor- 


tant. And certainly in such times sponsors and advertising agencies should give scripts 
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) the same meticulous scrutiny they give commercials. 


We hope the entire radio and television industry quickly follows the bold and patriotic 
} steps taken by CBS. 


ed 


) Failure to recognize this moral and patriotic obligation, and failure to accept its respon- 


et OT OOO 


sibility head on, is a disservice to the communications industry — and a menace to national 


security during the emergency. 


To permit left-wing writers to utilize the communications systems of free enterprise to 
destroy free enterprise itself — and pay them for it — is an affront to common sense and 


to common justice — and a parody on patriotism. 


After all, feeding a Gila Monster loses its appeal when you suddenly realize the very food 


you are giving it is being turned into deadly venom . . . intended for you! 


Fuller & Laux, Ine. 


6 EAST 45th STREET 


NEW YORK 17, N. Y. 
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“Indicates first listing in this column 


8 Fifth annual central Canada 
sponsored 
Club of 


*Jan 
sales management conference, 
by the Advertising & Sales 
Toronto 

Jan. 8-11. National Retail Dry Goods 
Assn., 40th annual convention, Hotel Stat- 
ler, New York 

Jan. 9. Associated Business Publications, 
annual eastern clinics, Savoy-Plaza Ho- 
tel, New York 

Jan. 11-13. Advertising Assn. of the 
West, midwinter conference, Jokake Inn, 
Phoenix, Ariz 

*Jan. 15. Advertising Federation of 
America, First District, Providence, R 

Jan. 16-17. New York State Publishers 
Assn., Hotel Statler, Buffalo 

*Jan. 17-18. National Conference of Bus- 
iness Paper Editors (Associated Business 
Publications Group), Hotel Statler, Wash- 
ington, D 

Jan. 19-20. Southwestern Assn. of Ad- 
vertising Agencies, Baker Hotel, Dallas. 

*Jan. 20-21. National Advertising Agency 
Network, western regional meeting, Ho- 
tel Pere Marquette, Peoria, Il. 

Jan. 22-23. Assn. of Railroad Advertising 
Managers, St. Augustine, Fla. 

Jan. 22-24. Newspaper Advertising Ex- 
ecutives Assn., annual meeting, Edge- 
water Beach Hotel, Chicago 

‘Jan. 27-28. National Advertising Agency 
Network, eastern regional meeting, Ho- 
tei Du Pont, Wilmington, Del 

*Jan. 29-30. Outdoor Advertising Assn 
of Pennsylvania, annual meeting, Hotel 
Hershey, Hershey, Pa 

Feb. 2 Advertising 
America, Forum for ‘51, 
Mich 

*Feb. 9-10. Northwest Daily Press Assn., 

meeting, Hotel Radisson, Min- 


annual 
neapolis 
Feb. 12-13. Inland Daily Press 


Federation of 
Grand Rapids, 


Assn., 

midwinter meeting, Congress Hotel, Chi- 

cago 
*Feb 

motion Assn., 

bassador Hotel, Los Angeles 

> Feb. 16-17. Pennsylvania Newspaper 
ublishers Assn., display advertising con- 
lerence, Penn Harris Hotel, Harrisburg, 


12-13. National Newspaper Pro- 
western conference, Am- 


a 
*March 12-13 
ssn., marketing conference, 
storia, New York. 

*March 22-23. Society of Business Mag- 
ptine Editors, Hotel Statler, Washington, 

dD. Cc 


American Management 
Waldorf- 


*March 26-31 Advertising Specialty 
— Assn., spring meeting, Whitehall 
Hotel, Palm Beach, Fla 

*March 28-31. Assn. of National Ad- 
vertisers, spring meeting, The Homestead, 
Biot Springs, Va. 
» *March 31. Advertising Federation of 

merica, Eastern AFA Intercity Women's 

lub Conference, Washington, D. C 

*April 2-5. Premium Advertising Assn 
ef America, Chicago Premium Centennial 
Exposition, Hotel Stevens, Chicago. 

April 3-4. Point of Purchase Advertising 
Pnstitute, annual exhibit and symposium 
@m store display advertising, Waldorf-As- 
feria, New York 

*April 13-14. Advertising Federation of 
America, Fourth District, Orlando, Fla. 

*Aprii 14-18. Financial Public Relations 


Assn., midyear meeting, Dalias, Tex 

*April 15-19. National Assn. of Broad-| 
casters, 29th annual convention, Hotel 
Stevens, Chicago 

*April 17-20. American 
Assn., packaging 
City, N. J. 

“April 24-26. American Newspaper Pub- 
lishers Assn., annual convention, Waldorf- 
Astoria, New York 

April 29-May 2. National Newspaper 
Promotion Assn., annual convention, 
Wardman Park Hotel, Washington, D. C 

"May 16-19. Associated Business Pub- 
lications, annual conference, The Home- 
stead, Hot Springs, Va 

*May 17-18. Public Utilities Advertising 


Management 
conference, Atlantic 


Assn., annual convention, Hotel New 
Yorker, New York. 
*May 21-22. Inland Daily Press Assn., 


spring meeting, Congress Hotel, Chicago. 

*June 10-13. Advertising Federation of 
America, annual convention and exhibit, 
Hotel Chase, St. Louis. 

June 17-21. Advertising Assn. 
West, 48th annual convention, 
itan Hotel, Denver 

*June 20-22. American Marketing Assn 
conterence, Hotel Statler, Detroit 

*June 24-27. National Industrial Ad- 
vertisers Assn., annual conference, Wal- 
dorf-Astoria, New York. 

June 24-28. Assn. of Newspaper Classi- 
fied Advertising Managers, 3ist annual 
convention, Mount Royal Hotel, Montreal, 
Can. 

*June 25-27. Newspaper Advertising Ex- 
ecutives Assn., summer meeting, Cosmo- | 
politan Hotel, Denver 

*Sept. 17-21. Premium Advertising Assn. | 
of America, New York Premium Cen-| 
tennial Exposition, Hotel Astor, New 
York. 

*Sept. 23-27. Advertising Specialty Na- 
tional Assn., annual convention and Spe- 
cialty Fair, Palmer House, Chicago 

*Sept. 24-26. Assn. of National Adver 
tisers, fall meeting, Waldorf-Astoria, New | 
York. | 


of the 
Cosmopol- 


*Oct. 13-16. Mail Advertising Service| 
Assn., 30th annual convention, Hotel | 
Schroeder, Milwaukee | 

*Oct. 15-16. Inland Daily Press Assn., 
67th annual meeting, Congress Hotel, 
Chicago 

*Oct 15-16 Agricultural Publishers | 
Assn., annual meeting, Chicago 


*Oct. 24-27. Printing Industry of Amer- 
ica, annual convention, Hotel Statler, 
Boston 

Nov. 26-29. Financial Public 
Assn., annual convention, 
Beach Hotel, Hollywood, Fla 

*December (date not yet set), American | 
Marketing Assn., winter conference, Ho- 
tel Kenmore, Boston 


831,232 TV Sets in L. A. 

The Los Angeles area now has 
831,232 television sets, according 
to the Electric League of Los An- 
geles monthly tabulation. Novem- 
ber sales were 34,367 sets, down | 
30% from the preceding month. A 
general upswing in sales is anti- 
cipated in December, the league 
reports. 


Relations 
Hollywood 


Kuhn Joins Heppenstall 


Howard Kuhn, formerly sales 
manager of Camden Forge Co., has 


joined the sales department of 
Heppenstall Co., Pittsburgh, steel 
manufacturer. 


America’s finest 


photoengraving plant 
Collins, Miller & 


Hutchings wwe 


207 North Michigan, Chicago 
FRanklin 2-5854 


Sn ae sees emai 


HEAD MEN—Anthony C. DePierro 


(left), 


media director for Geyer, Newell & 


Ganger and president of Media Men's Assn. of New York, chats with James Geddi- 


man of Hearst Advertising Service and 


president of the New York chapter of 


American Assn. of Newspaper Representatives, at Christmas party given by the 
chapter. 


PARTY-GOERS—Having a wonderful time at Christmas party for media men, tend- 
ered at Roosevelt Hotel by the New York chapter of the American Assn. of News- 
poper Representatives, are George G. Steele (left), of the Philadelphia Bulletin, pres- 


ident of the Newspaper Advertising Executives Assn.; 


John J. Flanagan, director 


of media for McCann-Erickson; and Vernon Brooks, director of Scripps-Howard’s gen- 
eral advertising department and president of Allied Newspapers. 


Bristol-Myers Wins N. Y. Ruling Against 


’ 


New York, Dec. 26—Holding 
that “cash register receipts” have 
value that reduces the cost of 
branded goods, and that there is in 
consequence a reduction in the 
selling price, the court of appeals 
of the state of New York has up- 
held Bristol-Myers Co. in its suit 
against Irving Picker et al. 

In effect, the court’s decision 
prohibits the issuance of “cash 
register receipts” or “cash pur- 
chase receipts” in conjunction with 
sales of minimum fair trade priced 
goods as a violation of the fair 
trade law of New York state. 

The Picker Pharmacy, which op- 
erates a retail drug store in Lyn- 
brook, N. Y., is a member of the 
so-called Lynbrook Dividend Club. 
This is a group of retailers deal- 
ing in non-competitive goods. The 
stores have an agreement to give 
cash register receipts to customers 
These receipts represent 242% of 
the amount of each purchase. When 
a customer has purchased $10 
worth of merchandise from mem- 
bers of the club, he may redeem 
the receipts for 25¢ worth of mer- 
chandise at the store of any dealer 
who is a member of the club 


e Although Bristol-Myers goods 
are sold at the full fair trade price, 
a cash receipt worth 242% is given 
simultaneously, which the com- 
pany contends has the effect of 
price cutting. 

The Bristol-Myers contention 
was upheld in the state supreme 
court but reversed by the appellate 
division. The highest state court 
has now reversed the appellate 
finding. 

The court of appeals held that 
“the statute does not require a 
showing of motive or willful in- 
tent to injure, but merely willfully 
and knowingly selling at any re- 


ecevcvoeoeveveveeevee eee & © © © 8 & & & | duced price.” 


Cash Register Receipts’ with Cash Value 


Such selling, the court held, 
“constitutes unfair competition; 
the manufacturer whose good will 
is thus assaulted is. thereby 
damaged, and is entitled to injunc- 
tive relief to prevent continuing 
damage.” 


Baker Elects Smith 


Frederick W. Smith, former 
executive vice-president of Baker 
Refrigeration Corp., South Wind- 
ham, Me., commercial refrigera- 
tion and air conditioning machin- 
ery, has been elected president. He 
succeeds Harvey Gaylord, acting 
president of Baker, who will con- 
tinue to serve on the executive 
committee of the corporation. 


Packer Names Brown V. P. 

E. C. N. Brown, eastern division 
manager of the Packer Publishing 
Co., with headquarters in New 
York, also has been elected vice- 
president and a director of the 
company. He succeeds Roy V. Fell- 
hauer, vice-president and general 
manager, who is retiring on Jan. 
1 after 40 years of service. 


Names A. W. Lewin Co. 


Borck & Stevens, Bridgeport, 
Conn., baker of Home Pride and 
Master Loaf, has appointed A. W. 
Lewin Co., New York, to handle its 
advertising. Newspapers, partici- 
pations and spots on radio and 
television will be used. 


Norris Appoints Jenkins 

Ray C. Jenkins Advertising 
Agency, Minneapolis, has been ap- 
pointed to handle the advertising 
of Norris Dispensers Inc., manu- 
facturer of refrigerated milk and 
beverage dispensers. 


Noble-Dury Named to Four A’‘s 


Noble-Dury & Associates, Nash- 
ville, Tenn., has been elected to 


membership in the American fam. | 
of Advertising Agencies. 


1951 


FCC Okays Sale of 
Don Lee Properties 


to General Tire 


WASHINGTON, Dec. 27—The Fed- 
eral Communications Commission 
has approved a deal which gives 
General Tire & Rubber Co. con- 
trol of key Don Lee broadcast fa- 
cilities. 

The deal also enables CBS to 
obtain an owned-and-operated TV 
Station in Los Angeles. 

The commission's action comes 
less than two months after a supe- 
rior court in Los Angeles accepted 
a $12,320,000 cash bid by the re- 
tirement plan for salaried em- 
ployes of General Tire for broad- 
cast and broadcast real estate 
properties of the late Thomas S. 
Lee. 

Under the plan the pension fund 
retains the real estate and sells 
broadcast stations KHJ and KHJ- 
FM, Los Angeles; KFRC, San Fran- 
cisco; KGB, San Diego, and six as- 
sociated facilities in Hollywood 
and San Francisco to General Tire 
for $650,000 plus an adjustment not 
to exceed $750,000. 

General Tire also enters into a 
lease for certain properties, which 
brings the pension fund $3,480,000 
in ten years. In addition, KTSL- 
TV, Hollywood, which operates 
under an experimental license, 
plus four experimental and associ- 
ated facilities in Los Angeles, are 
sold to CBS for $333,765, plus a 
lease bringing the pension fund an 
annual rental of $288,000. 


Advertising Age, January 1, 


@ KDB, Santa Barbara, also a Don 
Lee property, is sold for $25,000 to 
Lincoln Dellar, owner of KXOA 
and KXOA-FM, Sacramento, 
KXOC, Chico, and KXOB, Stock- 
ton. 

Sale of the Los Angeles outlet 
to CBS is conditioned on the sale 
by CBS of its 49% interest ia 
KTTV, Los Angeles. The other 
51% of the station is presently held 
by the Times-Mirror Co., publish- 
ers of the Los Angeles Times. 

FCC dismissed a petition by Ed- 
win W. Pauley, R. H. Chamberlain 
and C. K. McCarthy, doing busi- 
ness as Television California, ask- 
ing the commission to toss out of 
its pending file an application 
which had been filed by Don Lee 
for video Channel 2 in San Fran- 
cisco. 

In asking this action the Pauley 
group hoped to avert any future 
claim by General! Tire that its pur- 
chase of the Don Lee property gave 
it a prior claim on Channel :2, 
which still is not assigned. 

The commission said the Pauley 
group’s fears are premature. 


Sears to Sponsor TV News 


Sears, Roebuck & Co., Los An- 
geles, has signed to sponsor “Fleet- 
wood Lawton Analyzes the News,” 
on KTSL, three nights weekly be- 
ginning Jan. 1. The five-minute 
program is telecast Monday 
through Friday at 10 p.m. Mayers 
Co., Los Angeles, is the agency. 


ATF Appoints Pratt 

American Type Founders Sales 
Corp., New York, has appointed 
K. C. Pratt Inc., New York, to han- 
dle publicity and public relations. 
G. M. Basford Co., which former- 
ly handled this activity, will con- 
tinue in charge of ATF advertising. 


What Do You Know about 
DOOR-TO-DOOR 
SELLING? 


Door-to-door Se’ — better known 
as DIRECT SELLING — —is building 
giant volume quickly for many manu- 

It may be your answer to 
dwindling ep vanishing profits, 


soarin, and cut-throat competi- 
tion. flim is fully explained 
in odentinn bookler—mailed FREE. 


Please write on your letterhead. 


OPPORTUNITY MAGAZINE 


pt. A—47, 28E. Jackson Bi.,Chicago4, tl. 
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Diners’ Club Sends 
Out 325,000 Credit 
Cards in 9 Months 


New York, Dec. 27—The Diners’ 
Club, an organization that issues 
credit cards good at member res- 
taurants; has reported that its 
nine-month-old operation is “tre- 
mendously successful,” and that 
it now has some 325,000 card hold- 
ers in the country. 

Each member pays the club a $3 
per year service fee, which entitles 
him to charge meals at any one of 
approximately 175 member resiau- 
rants. The restaurants send all bills 
to the club, which then sends a 
monthly statement to the individ- 
ual diner. Each restaurant is 
charged a small service fee for 
bookkeeping and billing services 
furnished by the club. 

In addition to credit privileges, 
each member receives a monthly 
magazine from the club, contain- 
ing sports, society, theater and 
night club ~ews, plus write-ups of 
special disues served by member 
restaurants. The current issue con- 
tains New Year's Eve prices to be 
charged by different member res- 
taurants, as well as information 
about whether evening dress is re- 
quired. 


@ The Diners’ Club at present has 
offices in New York, Chicago, Los 
Angeles and Miami Beach. Res- 
taurants are located in these cities 
and in Boston, Philadelphia, New 
Jersey and Connecticut. 

The club plans to expand into 
other cities as rapidly as it can 
make arrangements with restau- 
rants. 

In the near future the club plans 
to offer its members the same 
credit service on hotel and train 
accommodations. 


Texas Grocery Chain 
to Carry ‘Family Circle’ 

H. E. Butt Grocery Co., Corpus 
Christi, Tex., grocery chain, will 
begin Family Circle distribution 
with the February edition, raising 
the number of the magazine’s dis- 
tributing chains to 13 and its store 
outlets to 8,725. The Butt edition 
(guarantee 25,000) will be sold in 
all 55 of Butt’s stores in 15 Texas 
counties. 

National advertisers will receive 
Butt circulation as a bonus. The 
national guarantee remains at 2,- 


’ 


‘Reader's Digest’ Schedules 
Latin American Edition 


Reader’s Digest, New York, will 
publish a new international edi- 
tion in English in Latin America, 
starting in May, 195i, and will ac- 
cept advertising. A b&w page, one 
time, will be $385, two-color $440, 
four-color $575, with discounts of 
5% for six insertions and 10% for 
12 insertions. A circulation of 40,- 
000 is guaranteed. The new edition 
will be printed in letterpress with 
editorial contents identical with 
the current U. S. edition. Josiah 
B. Thomas, vice-president of Read- 
er’s Digest international editions, 
is business manager. 


Prints Fashion Show Data 


Fairchild Publications, New 
York, has published in book form 
a blueprint for the staging of fash- 
ion shows by retailers. The 96- 
page book, titled “How to Give A 
Fashion Show” and written by 
Frieda Steinmann Curtis, covers 
the early thinking stages to the 
final return of the merchandise to 
stock. It is available at $2 a copy. 


The Creative Wan? Corner 


There is a book currently available called “Kon-Tiki” 
which is apparently selling like Glass Wax when it was 
first introduced. This book tells a fantastic tale—of six men 
Sailing the Pacific in a raft. But it is so real and believable 
it has become a best seller. 

Contrast “Kon-Tiki” with these three ads from a recent 
issue of Life magazine—a publication whose page rates are 
hardly worth peanuts, unless you are dealing in tons and 
tons of goobers. Yet these three advertisers have invested 
considerable sums of money in this publication to tell stories 
so incredible, you wonder how normally expense-minded 
business men could approve their publication. 

“There’s a tremendous difference between a ‘puppy’ and 
a ‘guppy’,”’ says the Ethyl ad. Which must come to most 


people as a startling piece of news—particularly since most 
normal humans have always assumed that no bitch whelps 


- and there is a powerful difference. too, 


betwehn gasoline and “Ethyl” gasoline | 
- 


ALL AMERICA IS ACCLAIMING "M0 HH Herm. 


puppies the size of a tropical fish. 

Now let’s take Mrs. Carlyle Quimby. The name itself is 
hard enough to believe, but can you imagine Mrs. Quimby 
saying, “My STANLEY Dealer, as will yours, helps me ar- 
range everything, sees that we all have a good time while we 
shop in sociable comfort for STANLEY’S famous QUALITY 
PLUS Products which we all regard so highly”—? 

And that noise you heard was not Mr. Truman on his way 
to speak before the U. N., but all America acclaiming Cook's 
Early American wine. If you’ve been out of the country 
recently, you might be interested to learn that business has 
been at a standstill for several weeks while people danced 
in the streets—all because of the arrival of Cook’s Early 
American wine. 

That clicking noise you may have heard has not been a 
swarm of grasshoppers, but American families switching to 
Cook’s Early American wine—a rather unusual occurrence 
since, as the copy plainly states, they've been swilling it at 
family gatherings “for over a hundred years.” 

“Look out for mistakes most people make,” says Mike 
Romanoff, who has made plenty of mistakes himself. “It's 
decidedly bad taste to sacrifice your guests’ enjoyment. At 
my personal table at Romanoff’s, as in my home, I serve 
Cook's Early American wine.” 

No kidding. Is this the result of 18 years of scientific 
research? Countless Four A's, ANA and AFA meetings? 
Greater college attendance than ever before? Advertising 
come of age and representing an annual expenditure of some 
$5 billion? 
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“Grade Teacher’ Issues New Report and 
Data Book on the Grade School Market 


Cuicaco, Dec. 27—An impressive 
new 48-page study of the elemen- 
tary school teacher market has 
been published by the Grade 
Teacher. 

The report, “Grade Teacher Sur- 
vey & Data Book,” is based on data 
developed through a mail ques- 
tionnaire sent to a cross-section of 
the publication's subscribers by 
John T. Fosdick & Associates, New 
York. Three mailings produced a 
28% response. 

Findings of the study covered 
such subjects as the age of grade 
teachers, marital status, non- 
teaching activities, types of busi- 
ness-sponsored teaching aids which 
are used, influence of teachers on 
the purchase of supplies and books, 


teacher income, family size, leisure 
time activities, vacation practices 
and bond ownership 


e@ Appendices in the volume con- 
tain data on audio-visual equip- 
ment in grade schools, brands of 
watches, autos, fountain pens and 
other items owned by elementary 
school teachers 

In addition, a statistical section 
incorporates figures made avail- 
able by the U. S. Office of Educa- 
tion regarding the number of 
school teachers, the number of 
school children and similar infor- 
mation. 

Copies are available from the 
Grade Teacher, 35 E. Wacker Dr., 
Chicago 1 


ABC Promotes Norman Sloane 


Norman H. Sloane has been 
named assistant to Richard A 
Moore, director of television oper- 
ations for the western division of 
American Broadcasting Co. and 
manager of KECA-TV, Los An- 
geles. Mr. Sloane was formerly 
program operations manager of 
KECA-TV. Norma Olsen, who has 
been assistant to the program op- 
erations manager, has been ap- 
pointed to succeed Mr. Sloane as 
program operations manager. 


Appoints Mendte Agency 

Black Panther Tool Co., Phila- 
delphia, manufacturer of glaziers, 
painters’ tools and hardware spe- 
cialties, has appointed J. Robert 
Mendte Inc., Philadelphia, as its 
agency. Trade publications and di- 
rect mail will be used, followed by 
consumer publications. 


Magicolor Appoints Drew 

Roger S. Drew, formerly with 
Buchanan & Co., has been named 
to the national sales staff of Magi- 
color Co., Chicago, paints. 


Stensgaard Names Cowee V. P. 
Howard M. Cowee, director of 
the visual merchandising series at 
New York University’s school of 
retailing, has been named vice- 
president and research director of 
W. L. Stensgaard & Associates, 
Chicago, displays and exhibits. 
Mr. Cowee, who will head the com- 
pany’s New York office, will con- 
tinue at the school of retailing as 
lecturer in sales promotion 


asp 


Specialists on 
DIE CUTTING 
and MOUNTING & 


SERVICE BINDERY & 
co. Inc. and subsidiary 
SERVICE MOUNTING 
& FINISHING CO 


2241 S. Wabesh Avenve 
Chicage 16 


NATIONAL 


ADVERTISERS 
SAY IT WITH GOODMAN 


3-DIMENSIONAL PLASTIC 
POINT-OF-PURCHASE 


DISPLAYS 


MELROSE Illuminated Nite 
Light gives service 24 hours per 
day. Rose heavily embossed. 
Colors: 2-tone Red, Green, 
Black & White. Size: 10” 


Utica-Duxbak to Barlow 


Utica-Duxbak Corp., Utica, N. Y., 
manufacturer of Duxbak sports- 
men’s clothing for men and women, 
has placed its advertising and sales 
promotion with Barlow Advertis- 
ing Agency, Syracuse, N. Y. Con- 
sumer and trade advertising, plus 
direct mail, will be used. 


MELVIN, 


RECTOR, in 


creators of 


properly planned 
publicity 


NEWEIL 2 (t- Ghlione 


HOLLYWOOD PLAZA HOTEL 
HOLLYWOOD 28, CALIF. 


Glodat 


1131 Teletype L.A. 710 


MGM Signs for Radio Spots 

Metro-Goldwyn-Mayer has 
signed for 60 30-second spots on 
Station KFAC, Los Angeles, to pro- 
mote its new picture, “Magnificent 
Yankee.” Averaging four a day 
for 15 days, the spots will be aired 
exclusively on KFAC, an all music 
outlet which emphasizes classical 
music. The station was chosen on 
the basis that the picture required 
a promotion technique differing 
from the usual movie saturation 
formula. 


‘Charm’ Boosts Ad Rates 

Street & Smith’s Charm will 
boost its bkw page rate from $1,800 
to $2,050, beginning with the Au- 
gust, 1951, issue. The four-color 
page rate will go from $2,600 to 
$2,900. The new rates are based 
on an annual average net paid cir- 
culation of 600,000. 


diameter. 


SEAGRAM’S 7 CROWN Animated Point-of-Purchase Display. 
The 3-dimensional plastic ‘'7"' changes color and has a blend 
of red, white and blue. Size: 12” x 17”. 


GOODMAN DISPLAYS 


Have what it takes to make an outstanding point-of-purchase dis- 
play. Unique 3-dimensional effects [ill ted, non-illuminated or 
motion displays) . . . No eye can ignore . . . no mind can forget! 
Dramatize your line in 1951. Let our ideo men work up a 
point-of-purchase display for your product. 
Free illustrated brochure available upon request. 


ag L. A. GOODMAN 


Manufacturing Company 
145 West 63rd Street, Chicago 21, Ilinois 


—_ 


4 


ar aes ae eae i . aa eee ti I ce ROB OG 
Seay cme et ee “ae | ol, See. CL eA whe 
oe ae ee fae — eS Mey a Ok ea - a OE ef Men Rig tink. te. 
‘ pass ESR ae 
‘ —CisCSCSCSCiés = - a 
en 
3 
Re 
“< oe 
po am , 
oa 
cree 
* eg 
coe 
} 20 a: 
RS 
See 
\ 5 baat 
wavy 
| ea 
le plete 
' Pes 
, ee 2e 
eugee 
Se 
; | Ea sat 
, au i az Pett 
; > ae 
ee 4: S—C“C;SSCSSCis eae 
i x Ay “a2 Bos 
‘ Uppy See pats 
; “ta “ eg 
wt E 4 
+ ‘ ¢ poy 
| sate BO A He Saar a ee 
: nc Lia 
COONS EARLY AMERICAN WINE Bitten oa creas 2 eS 
' 94) 1 TORE See pal : Pe 
5 le | Got - ~N ~ > 
; = . / . Oh terity' ; ™ te es 
| 2 iad = .. ee 
3a a) ‘ > * i “H4 
ss & = 7 i tage 
co ae =! ; hae 
| en OE ; E 
, ay is ‘2 5 > _ 
‘see one : 2 omy ae a ae 
ges -- > < _ 
4. hear : a Y vy * ' | of 
eater — BERR ; ar 
ets Fe 4 re + St eS Ae os RON RR» eg Be 
he ae x — rr }.. OE PRE OI et; 
le UE EEE an valli 
. ' ota ‘ eeeeeeeeeeeeeeeeeeeeeeeeeeeeeese kD. 
. ai 
. i ihe 
+ y nf 2 
; aa 
. . oe 
. iH 
° tar 
e spat 
e tat 
300,000. 7 Barc 
: ° - Say 
° oa 7 whi 
os . 25 
s + me! 
. . : peect 
° ° ae 
+ QICAS FAY, . Tie 
° yt " Wipe ‘a 7 : a 
> Apos! ° Bog 
e \ id =a 
3 a : 
- . “eS ; 
° be ji j ° Ee 
e 2 ; f ° ae 
° Ht e “eu gine ° See 
| a . ee 
. . = . ot ey 
. . as ie 
es ; z a 
° Scaqram’s ° PN 
| SC = pais tion 7 ae 
° , | ° er 
: - aa 
° . - im 
: Be : Be 
. . ne 
| : Bo : : | : 
7 . pee 
| : 
Hf EE Fw ee + + me 
. . eo 
° . eae 
« e ag 
: : a 
° ° ia? < 
. 
. " . xe 
ad bd é Lea 
+ ° Pa vase 
. . oe 
° >: a 
eon COPS SESE SESE ESEEEHEHEHEEEEEEEEEEEE ma 
bj 2 * 
—_ . a its 
¢ enh F : ee 
ne “aa i 5 % es . - : no aa a ; i ts a / ae s . X : a F aa es a " “is ag 4 a 
ip > wD Vehwa eet ff <h, : Reet esha aes: i oS ae Hk Sp Os. | ene 


: Sh. eee A ae 
ii, af ee a 
Se GA ‘ 


Anyone Know How Agencies 
Rank in Length of Service? 

To the Editor: In making plans 
to observe our 50th anniversary 
next year, we were speculating as 
to where we rank among other 
long-established advertising agen- 
cies 

Have you ever published a list 
of agencies by age? Could we get 
a copy”? Might be interesting to a 
lot of people 

JAMES WITHERELL, 

Russel M. Seeds Co., Chicago. 

Perhaps AA readers know of a 
list ranking agencies by age. Can 
anyone help Mr. Witherell? 

. - e 


Story of Gypsum Advertising 
Gets Praise from Dealers 

To the Editor: That was a swell 
story on National Gypsum adver- 
tising in the Nov. 27 issue of Ap- 
VERTISING AGE. 


In the meantime plenty of fan| 


mail has come in. A number of our 
dealers in the building material 


business are big enough to have) 
advertising managers and evident- | 


ly some of these boys are subscrib- 
ers your publication because 
ey spotted the story immediate- 
y and their comments have been 
ory favorable. 
This week we have another full- 
lor ad in The Saturday Evening 
lost which again plays up the joys 
owning a new home. Several of 
e national trade publications for 
ilders have written us that they 
e going to carry special stories 
yphasizing the unselfish adver- 
ing job that National Gypsum is 
ing for the entire building in- 
stry. 


to 


L. J. FITzpatTrRick, 
Advertising Manager, Nation- 
4 Gypsum Co., Buffalo. 

7 . e 

Matter of Timing 

To the Editor: In your issue of 

c. 11 there appears on Page 28 
a article captioned, “Cowles’ 
‘Flair’ Is Casualty of War in 
Korea.” 

Gn this article there appears a 
m@st startling inaccuracy. 

To wit, “Two months ago Simon 
A, Halpern, Weintraub’s creative 
chief, said bluntly in a meeting 


This department is a reader’s 


forum. Lette 


that he ‘could see no economic rea- 
son for the existence of the mag- 
azine’.” 

Never to our knowledge did Mr. 
Halpern make such a statement, 
blunt or otherwise. 

As a matter of fact, this is about 
as accurate as the statement that 
Mr. Halpern is Weintraub’s cre- 
ative chief. 

Mr. Halpern, a most worthy in- 
dividual in every way, resigned 
from this agency last June to ac- 
tively devote his full time to the 
Pres-a-lite Corp., in which he had 
formerly had an inactive interest. 

June is six months ago—there- 


rs are welcome. 


= ea 


BEER. Back in those days I could 
drink beer hour after hour without 
becoming intoxicated and with no 
ill after-effects. Now I couldn't 
get high on the stuff they label 
beer and one glass is enough to 
upset my stomach for a week and 
create enough gas for a blimp. 
Surely all the old brewmasters 
aren't dead. There must be one or 
two around to teach the youngsters 
how to make good beer—and until 
the breweries learn that they) 
can’t get away with bellywash—'| 
the small brewer who makes REAL 
| BEER has an opportunity to win 
fame and fortune beyond his wild- 


adaptation of my painting “Com-| 
pany for Supper” used by a liquor 
company, a liquor association, an 
art supply manufacturer, and a 
greeting card manufacturer. In 
each case the changes were just 
slight enough to avoid suit. 

When will advertising men reach 
that stature of self-respect that 
they will cease leaning upon the 
joint results of “swipes” plus an 
unethical artist? 

Most of the causes of such out- 
right stealing stem from the un- 
fortunate fact that the general 
public does not demand the real 
thing in art as they do in music. 
Can you imagine a program getting 
away with a fake Bing Crosby? 

Other reasons for advertising| 
men willingly resorting to “swipes” | 
is their fear of approaching the | 
originator of the popular idea; the} 


OPENER—This page in Electrical Merchan- 
dising has opened a campaign by Revco 


fore, Mr. Halpern could scarcely | est dreams. 
have made this remark two months| Yes, beer belongs—but the kind 
ago as reported by your most val-| they are making now belongs in 
uable and generally reliable—but| the sewer! 
in this instance rather inaccurate— There’s no fee for this million 


| publication. 
ELKIN KAUFMAN, 

Executive Vice-President, 

William H. Weintraub & Co., 

New York. 

AA erred in reporting Mr. Hal- 
pern as Weintraub copy chief, al- 
though he is still a member of the 
agency's plans board. He distinct- 
ly recalls making the statement, 
but says he made it earlier (‘“sev- 
eral months ago”) than AA said. 

. + * 
Offers Brewers a Tearful Tip 

To the Editor: After reading the 
article summing up the plight of 
the small brewer I am moved to 
tears (crocodile). 

Any brewer small or large would 
not have to worry about business 
if they made BEER instead of belly- 
wash. 

And—if any small brewer has 
the intestinal fortitude to buck the 
government and demand the right 
to make sBeeR—the kind of beer 
that is made from the old-fash- 
ioned, time-honored ingredients by 
the traditional methods of the old 
German brewmasters, in a plant 
with old-fashioned equipment, he 
won't have to worry about busi- 
ness. His fortune is made the min- 
ute he turns out beer with REAL 
FOAM—beer with that MELLOW 
TASTE—the kind of BEER you can 
really drink—and ENJoy! 

It’s been more than 30 years 
since I have had a glass of REAL 


You save 
precious hours on 
every production job with 


| dollar tip—but I would like to 
taste another glass of REAL BEER | 
before my number is called. 

| Cari CULPEPPER, 

| Director, Library of Business 

| Research, North Hollywood, 

| Cal. 


+ * * 


| Kenosha Manufacturers Record 
Industry-Education Day 

To the Editor: Attached is a 
boeklet containing the story of 
Kenosha’s recent Industry-Educa- 
tion Day in which the city’s public, 
vocational and parochial school 
teachers were the guests of Keno- 
sha manufacturers. 

As you know, Industry-Educa- 
tion Days are being held through- 
out the country in order to provide 
teachers with a first hand view 
of industry at work, to give them 
the opportunity to become better 
acquainted with management and 
to help them in presenting to their 
students the meaning of the Amer- 
ican business system. 

Kenosha’s_  Industry-Education 
Day program differed from most of 
the activities of this type held in 
other localities in that there was no 
general dinner meeting with an 
outside speaker. The entire story 
of industry was told directly to the 
teachers by members of top man- 
agement in a series of luncheons. 
This procedure made it possible 
to keep things on a friendly, in- 
formal basis and to avoid the 
charge made in some instances 
that the event was used to set forth 
political propaganda. In fact, there 
was no criticism from any seg- 
ment of the community and all 
who took part apparently accepted 
the I-E Day for just what it was, 
a sincere attempt on the part of 
industry to show what goes on in 
its plant and to become better ac- 
| quainted with the teachers of the) 
community. 

This booklet was compiled to 
provide a record of the activity 


| of my name to sundry products. 


fear of high charges; the fear that 
| the originator of the idea would 
| be insulted if commercial use of 
his brain-child should be sug- 
gested. Also, it is so easy to get 
their old pal around the corner to 
do the imitation. 

Thus, each Christmas, I contrib- 


| ute several thousands of dollars 
| to the upkeep of unknown artists, 


and lend the hard-earned prestige 


However, this charity cannot be 
deducted from my income tax, a 
fact which I justly deplore. | 

Naturally, I am highly flattered | 
that my work is considered worth 
“swipes.” However, regardless of 
my many attempts, I have been 
unable to turn such flattery into a, 
means of obtaining groceries. 

I should like very much to pro- 
vide the ideas and originals for 
future “swipes” if, somehow, I can 
impress upon advertising men re- 
sorting to such measures the im- 
portance of coming directly to me 
for their art problems. I'd get a 
real kick out of competing with 
myself. 

Besides, I would enjoy the 
change of being on the receiving 
end of this annual Santa Claus 
stuff! 

DALE NICHOLS, 
New Orleans. 


AA Market Figures Are 
Available in Reprint Form 

To the Editor: We were very 
much impressed with the Market- 
ing Vital Statistics for 169 Stand- 
ard Metropolitan Areas which 
appeared in the Nov. 27 issue of 
ADVERTISING AGE. 

This information would be of 
considerable interest to our region- 
al sales representatives and we 
would like to know if it would be 
possible to obtain ten reprints or 
tear sheets of these statistics. If 
there is a charge, please send us 
the bill and we will process it 
through the regular channels. 

Should we wish to obtain about 
40 additional reprints for other 
members of our sales organization, 
will you let me know whether or 
not they can be obtained and the) 


| Inc. for its Chill Chest freezers. 


| 
Revco Opens 195] 
‘Push for its Chill 


Chest Home Freezers 
DEERFIELD, Micu., Dec. 26—Rev- 


|co Inc., which has specialized in 
| manufacturing home freezers for 


the past five years, is using trade 
publications, newspaper and radio 
in its 1951 campaign, which was 
launched this month. 

Initial ad copy, boosting the 
Chill Chest brand name, features 
the 15-cubic-foot model, which 
can freeze and store 525 pounds 
of food. 

A series of six full-page ads will 
run in Electrical Merchandising, 
and the slogan, “the family’s pref- 
erence everywhere,” will be given 
a prominent position in each ad. 

Although the company manu- 
factures eight- and 23-cubic-foot 
models, promotion will be concen- 
trated on the 15-cubic-foot freezer. 

Allied Advertisers, Toledo, is the 
agency. 


Production Managers Elect 
Advertising Production Man- 
agers Assn. of Northern California, 
San Francisco, has elected Grat- 
ton English, L. C. Cole Co., as pres- 
ident. Other officers are: Robert 
Pries, Foote, Cone & Belding, vice- 
president, and John Clapham, Bots- 
ford, Constantine & Gardner, 
secretary-treasurer. 


Two Appoint Morton 

Henry J. Morton Assn., Portland, 
Ore., marketing and advertising 
specialist, has been named by Pe- 
terson & Dering, rose grower, and 
Sun-Panel Corp., Portland, maker 
of heating panels for homes, fac- 
tories and offices. 


White to Calkins & Holden 


Philip M. White, formerly an 
account executive of Needham, 
Louis & Brorby, Chicago, has been 
named manager of the Chicago of- 
fice of Calkins & Holden, Carlock, 
McClinton & Smith, effective Jan. 
1 


for all who took part and to sum| price. 


Faithorn 3-in-l service. Finest Typog- 
raphy— master Platemaking and Printing—all 
centered in one convenient place for expert, 
co-ordinated all-inclusive production. Try 
Faithorn 3-in-] production service—and know 
why so many busy advertising executives find 
it an always ready, always steady life line. 
Write—or telephone WHitehall 4-2300. 
FAITHORN is the ONLY concern in Chicago 


that offers advertisers this COMPLETE SERVICE... 
a definite saving of TIME. TROUBLE and MONEY. 


SPECIALISTS IN_ 
OR PROCESS PLATES 


up and coordinate the facts and 
impressions gathered during the) 
plant visits. Copies were mailed to 
all teachers, school officials, and 
| other community leaders. 
J.C. Stump, 

| Executive Director, Kenosha 

Manufacturers’ Assn., Keno- 

sha, Wis. 

e +. * 


Nichols Pleads for End 
' of Art ‘Swipes’ for Ads 

To the Editor: America, I be- 
| lieve, is the only nation on earth 
where an artist is shunned because 
he achieves outstanding recogni- 
tion—shunned, of course, by ad- 
vertising men. 

After my paintings had been ac- 
quired by such great museums as 
the Metropolitan Museum and the 
Art Institute of Chicago, I began 
to see copies of my work appear- 
ing in advertisements, on Christ- 
mas cards and in window displays. 
This month, so far, I have seen an 


Market Research, Allen B. Du- 
Mont Laboratories, East Pater- 
son, N. J. 
Reprints of AA’s Nov. 27 market | 


| 
C. Ocpen SMITH, | 


| Statistics, printed on heavy stock, | 


are available at 25¢ each, $2 for 
ten, $4 for 25. 
. . . 


Agency's Media Data File 
Welcomes AA Broadcast Issue 
To the Editor: For the enclosed | 
15¢ may we have an additional 
copy of your Dec. 11 issue? ; 
In the opinion of this department 
your handling of “The Broadcast 
Advertising Picture” is one of the 
most intelligent and informative 
that has so far been published. We 
should like very much to have a 
copy to keep in our data files, and 
your cooperation in forwarding it 
will be genuinely appreciated. 
LaurRA B. MANG, 
Manager, Media Department, 
Moser & Cotins, New York. 


a TEST 


Metropolitan 


NEW 


PEANUTS 


Send or call for the com- 
plete bulletin “Metropolitan 
New York Test Market #1" 


Study the facts and you will find you can 
test a Co ge segment of Metropolitan 
New York, by testing BAYON . for 
only 9 cents a line . Just peanuts com- 
pared with any other media giving the 
complete, concentrated coverage of 


THE BAYONNE TIMES 


“Boyonne cannot be sold from the outside” 
NATIONALLY REPRESENTED BY 
BOGNER & MARTIN 
295 Modise« Ave. N.Y. © 435. N. Michigan Ave., Chicago 


eS ne ts OS Oe ae 
; 28 io Sia Advertising Age, January 1, 1951 ) 
bg oP : ek ie ; 7 7. Sy * + x et SS " “ = God . ! 
, AN -/ Yo / 7 ; i ek ee F 
3 : owe Of MILE TLAAVETUSEL | Oh 
+¥ = AS Seen) pe li i tli SS Sees, 0 Scellanis ae emesis Tne 5 oe ‘ons 2 ae - eS. Pi Be aa 
: — 
co e 
P - 1 
eB Z | 
ee } 
: | 
: | 
sie a 
2 Le 
oH 
: | 
fs 
ic 
oe \ * * oa 
q 
q 
eo 4 
a 
¥ b. IEE aaa . 
“ w 
4 >> 
| 7 SER sim® | 
 z 
| , Oa owt | 
Cunt 
3 ast | 
gee 
4, . YORK 
a 3 FOR 
. yoRN _ “e 
| ait 10N 
ie q ‘ E Pp oRAT cricad® 
i ba cor posh Stree : 4-230° 
BE 400 No ayysiters! 
id F mn 
3 B ceieph™ _— 
2 ae ic rau saa - at ae oe eee we Be es et oe 4 7 rere ” 


Advertising Age, January 1, 1951 


Marketers See ‘Mobilized Economy’ 
Stimulating Scientific Research 


(Continued from Page 1) | 
five years. In too many cases we) 
came out of the war using the 
same techniques and marketing 
devices with which we entered the 
war. 

“There is not enough top man- 
agement in American business 
coming from the marketing side, 
and that is a real tragedy—and the 
present emergency will make the 
situation worse. Above all else, we 
need marketing-minded manage- 
ment in American business if we 
are going to preserve and increase 
our high standard of living.” 

The marketers’ answer to the 
problem of “mobilized marketing,” 
given by more than 50 speakers, 
was quite obviously to refine and 
implement marketing, advertising | 
and selling problems on a basis of | 
research and fact-finding. 


@ The sessions started Wednesday 
with the calm assertion by oot 
Halpin, executive vice-president 
of Minnesota Mining & Mfg. Co.,| 
that his company would seek to} 
make up for civilian volume lost 
because of mobilization by push- | 
ing harder for a larger share of | 
the market that is left, and the} 
startling suggestion by Ray Mi- | 
thun, president, Campbell-Mi- 
thun, Advertising, that advertising | 
men should plan for the mobilized | 
economy as though it were to in- 
volve total, rather than partial | 
mobilization. Both of these talks 
are reported in detail on Page 3 of 
this issue. 

At the opening luncheon 
Wednesday, James A. Palmer, 
president of Marshall Field & Co., 
and a former professor of market- 
ing as well as a former president 
of the Chicago chapter of the 
American Marketing Assn., told 
the group that he has the impres- 
sion that marketing research and 
advertising people are now better | 
technicians than they were 20 or) 
25 years ago, but that the colleges | 
seem to have failed to develop | 


| and then moving through a series 


management, advertising and re- 
tailing. 

Most of the material presented 
at these workshop sessions was of 
the case history variety. For ex- 
ample, Gordon A. Hughes, man- 
ager of the market analysis de- 
partment of General Mills, gave 
a detailed review of the research 
which went into the development 
and marketing of Cheerios. 


@ The research started with prod- 
uct acceptability tests through em- 
ployes and a group of orphanages, 
and subsequently moved into a 
group of consuming homes. Then 
came the problem of selecting a 
name for the product, an involved 
process which began with the col- 
lection of several hundred names, 
winnowing them down to eight, 


of 11 psychological tests to de- 
termine “visual pleasantness,” 
“audible pleasantness,” etc. 

Cheerioats (subsequently 
changed to Cheerios for legal rea- 
sons) won these tests handily, and 
the name was adopted. following 
which the testing moved into test 
cities and test stores and the con- 
ventional sales testing pattern. The | 
result, as reported by Mr. Hughes: | 
Cheerios, less than 10 years old,| 
is now getting about 8% of the cold 
cereal market and is the fourth 
largest selling brand. 


e Bernard Gould, director of sales | 
for Toni division, Gillette Safety | 
Razor Co., said that it is now more 
important then ever before to take 
the guesswork out of management 
decisions, and that market re-| 
search—intelligently interpreted— | 
can play an important role in do- | 
ing the job. 

Because of increasing costs, he | 
said, “it will become increasingly 
difficult for companies to stay in| 
business,” and therefore “it is too | 
dangerous now for management to | 
fly by the seat of its pants.” 


He insisted that statistics per se | 


are right or, if wrong, that we will 
find out before too much money is 
spent.” 


e It is essential, however, that 
companies take as little risk as 
possible, he said. To this end, he 
outlined Toni’s four-step process: 

1. Make sure that the product 
is right. 

2. Plow back earnings in adver- 
tising and sales. 

3. Do an intensive educational 
job at the salesgirl level, distribut- 
ing samples if advisable so that 
the people who sell the product 
know how it works. 

4. Continuously expand the prod- 
uct research program to keep Toni 
ahead and develop new products 
This year, said Mr. Gould, Toni's 
product research program has a 
budget of $500,000, and 75 scien- 
tists are,employed. 


@ “We are convinced,” he declared, 
“that market research should be 
used to create a trend rather than 
to recognize one.” He explained 
that the company maintains full- 
time research personne] in six U.S 
and two Canadian markets. 

The researchers visit about 
1,006 stores once a week and audit 
inventories and over-the-counter 
movements of all of the company’s 
products as well as competitive 
products. Reports are sent to the 
home office and tabulated weekly 

In this way, he explained, ads 
may be pre-tested, new packages 
may be checked, product deals may 
be examined to determine results, 
and all competitive activities are 
watched closely. This type of re- 
search, Mr. Gould said, helps the 
sales force sell the correct per- 
centages of various priced prod- 
ucts to retail outlets. 


@ In addition to Toni’s own re- 
search, the company also uses data 
from a 5,000-family consumer 
panel, from Foote, Cone & Beld- 
ing’s research department, Nielsen 
audit data and information pro- 
vided by Gillette’s own research 
department. 

Ralph Whiting, advertising 
manager of Armour Soap division 
of Armour & Co., outlined in simi- 
lar fashion the story behind Dial 


“stature and reach” in these groups | are absolutely useless unless they | soap—how it was tested in Omaha 


so that the technicians are also 
equipped to carry major respon- 
sibilities in business. 


s He pointed out that in a sense, | 
the business of selling is somewhat | 
less important than it once was, 
that the profit motive is less im- 
pelling and less effective than it 
once was, that the spotiight is on 
social responsibilities, and that the 
field of distribution is much more 
hazardous and risky than it once 
was. All of these make the indi- 
vidual with “stature and reach” 
more important than ever before. | 

At the dinner Thursday, Wilford 
White, vice-president of the AMA, 
and Everett Smith, president of the 
association, presented the associa- 
tion’s second annual award for) 
distinguished service to marketing 
to Prof. Robert Ferber, Univer- 
sity of Illinois, for his book, “Sta- 
tistical Techniques in Market Re- 
search” (AA, Dec. 26). Honorable 
mentions went to William Apple- 
baum and Richard F. Spears, Stop 
& Shop Inc., Boston; R. E. Davis, 
Goodyear Tire & Rubber Co.; and 
Ralph E. Breyer, University of 
Pennsylvania. 


e Principal interest at the meet- 
ing revolved around the Thursday 
program, which was completely 
devoted to “business workshop” 
sessions, with concurrent meetings 
on consumer durable goods, con- 


sumer non-durables, industrial 
goods, and marketing research 
techniques. 


In addition, there were four con- 
current sessions for teachers, cov- 
ering such subjects as foreign 
trade, general marketing, market- 
ing research,” salesmanship, sales 


are properly interpreted, how- | 
ever, and that statistics may easily | 
provide false answers unless they | 
are accurate. 


e Mr. Gould admitted candidly | 
that market research played no 
part in the early development of 
Toni, primarily because the Har- 
ris brothers had not heard of it. 

And he said further that if Toni | 
had known about market research | 
in 1944, the company probably 
would never have mushroomed as 
it did. There were about 15 or 16 
home permanent brands on the 
market at the time Toni made its 
debut, he explained. If Toni had 
taken a year to test its product | 
“some other brand might easily 
have won the position now held! 
by Toni.” 

Toni boomed primarily because 
“good, sound horse sense” and/ 
lengthy experience in the beauty 
shop industry was substituted for 
market research, he continued. 


sin addition, Toni executives 
were willing to plow all the earn- 
ings back into advertising and sales 
promotion. “They played it like a 
crap game,” Mr. Gould said. While 
they were unable or unwilling to 
gamble huge stakes initially, they 
were willing to gamble ever larger 
amounts as the money came back. 

Market research since the earlier 
years has played an increasingly 
important role in Toni’s expansion, 
he declared. “We run the whole 
gamut of tests for a non-novel new 
product. But if we have a novel 
new product and feel that time is 
of the essence, we do the research’ 
at the same time the product is | 
introduced and gamble that we) 


and Oklahoma City and how test 
data influenced copy appeals and 
price, and later promotion strategy. 


e@ “Manufacturers will make a 
serious mistake if they think that 
decreases in production of con- 
sumer goods under war mobiliza- 
tion will create a ready market for 
everything they can turn out,” 
Alex Lewyt, president of Lewyt 
Corp., Brooklyn, told the assem- 
bled marketers. 

He said that Regulation W, which 
tightened consumer credit, has hurt 
the sale of Lewyt vacuum cleaners, 
just as it has hurt the sales of all 
major appliances. “But we are not 
complaining,” he added. “At pres- 
ent we are still getting more or- 
ders than we can fill. 


“Because we have found highly | 


satisfactory substitutes for scarce 
materials, we hope to be able to 
make more Lewyt vacuum clean- 
ers in the first quarter of 1951 than 
in any 1950 quarter. Beyond that, 
as other materials become scarce, 
and defense needs become better 
known, I do not venture to predict 
It is my own feeling that business 
will not be ‘normal’ for many 
years, and that we shall have to 
adjust our operations to changing 
conditions as the months go on.” 


e Mr. Lewyt strongly urged other 
companies to step up their adver- 
tising programs. Lewyt’s own 
spring advertising appropriation, 
he said, would be double that of a 
year ago. 

As the ideal combination for 
building public acceptance and 
creating sales volume, he recom- 
mended a combination of newspa- 
per and outdoor advertising at the 


Yate | 
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BURLINGTON BREWING COMPANY 


PRICE COPY—Burlington Brewing Co., 
Burlington, Wis., advertises its prices— 
an innovation among brewers—in this 
page which oppeared in Tavern News. 
The copy wos prepared by Kaufman & | 

Associates, Chicago. 


dealer level, and national maga- 
zine advertising at the factory 
level. He added that Lewyt also 
is undertaking its first extensive 
national outdoor advertising cam- 
paign this spring. 

Lewyt Corp., which had manu- 
factured electronic and precision 
equipment on a contract basis for 
60 years, decided to make and mar- 
ket a consumer product after 
World War II, Mr. Lewyt said. The | 
vacuum cleaner field was chosen | 
because market research showed 
that there was a saturation of only 
50% in the field, whereas in ra- 
dios, for example, there was a 
saturation of more than 90%. 


e It also was learned that one in 
four of the 18,600,000 vacuum 
cleaners in use were ten or more 
years old. It was estimated that 
there was a market for 25-30,000,- | 
000 vacuum cleaners 

Mr. Lewyt told the group some- | 
thing of the merchandising meth- 
ods his firm has used to sell more 
than 1,000,000 vacuum cleaners in 
three years. Again stressing adver- 
tising, and with a bow to pub- 
licity, he outlined the Lewyt ap- 
proach to sales promotion: “We 
believe that the appliance busi- 
ness is show business, and that | 
those who put on the best show are 
at the top.” 


| 
@ As a result of marketing re- 
search conducted shortly after, 
World War II, Wm. Gretz Brew-/| 
ing Co. in Philadelphia upped! 
its beer sales from 110,000 to 
167,000 barrels in 1947, according 
to Karl L. Gretz, sales and adver-| 
tising manager. Because Mr. Gretz | 
was unable to attend the con-| 
ference, his report on the brew- 
ery’s operations was read by W. 
M. O'Shea, executive secretary of 
the Small Brewers Assn 
The research survey indicated 
certain changes that should be 
;}made in the company’s product, 
| Mr. Gretz’s report continued, while 
'a later survey in 1948 indicated 
|that certain advertising media 
| changes should be made. 


|@ Increased radio time was pur- 
| chased as a result of the survey, 
and in "48 sales jumped from 165,- 
|} 000 to 189,000 barrels. Still an- 
| other study was made the follow- 
}ing year, resulting in additional 
changes, and in an increase in 
sales to 242,000 barrels. 

This success was attained with 
only a minor change in product 
characteristics, the report contin- 
ued, and with only a very small 
per-barrel increase in ad budget 
Market research was responsible 
for 98% of this success, the re- 
port concluded. 


@ Billions of dollars have been 
spent to develop and refine mass 
production, but too little has been 
done to discover new ways and 


| you'll be wrong—however, this ji 


| portunities,” 


means of making products more 
acceptable to more people, G. H. 
England, marketing research de- 
partment, Ford Motor Co., told 
the conference. 

Mr. England outlined the con- 
sumer research work that Ford is 
doing in field surveys, consumer 
reaction tests and scientific studies 
at several universities. 

“Somehow,” he said, “we must 
weave the multiplicity of consumer 
peculiarities into patterns so that 
we may better understand not only 
what we are doing, but why 

“We should not be so much con- 
cerned with finding out what our 
product acceptance is at present, 
but rather to develop it toward 
what it ought to be. We believe 
that product research can result 


| in something worth while only if 


it brings engineers, stylists and 
management together on the basis 
of mutual concern for future pub- 
lic acceptance, as well as for im- 
mediate sales.” 


e Walter E. Hoardley Jr., econ- 
omist of Armstrong Cork Co., said 
that the chief advantage of indus- 
trial sales forecasting is that it 
forces top management to look 
beyond its own organization and 
its own industry to recognize and 
be concerned about outside factors 
which can influence the sales pic- 
ture 

Forecasters, he said, are too of- 
ten subject to pressure from all 
sides—but must guard against t 
to do an objective job of tO 
ing to management. . 

“The over-all purpose of fo 
casting,” he said, “is to minimi 
surprise. The only thing you c 
be sure of in forecasting is th 


of course, tempered with the ho 
that you're not too far wrong.” 

Peter Fluge, advertising ma 
ager, Owens-Corning Fibergla 
Corp., spoke of the company’s ex 
perience in introducing new indus. 
trial products made of Fiberglas. 

“Rather than expending all « 
our energies across the broad in 
dustrial market, we attempt t 
single out specific marketing op 
he explained, “at 
tacking them with special sal 
efforts and promotional program 
until we have established oursely 
in a good competitive position i 
the market.” 


@ Speaking on product design, Jer 
ome F. Fitzsimmons, manager, 
commercial research, Allis Chal- 
mers Mfg. Co., said that marketing 
research should be and frequently 
is an important factor in the crea- 
tion of improved products. 

He explained that marketing re- 
search can prove the desirability 
of standardizing as much as pos- 
sible on product types and sizes— 
with the end result that the in- 
dustrial consumer can buy for less. 

Mr. Fitzsimmons stressed the im- 
portance of discussing product im- 
provement with prospects and cus- 
tomers. Mr. Fitzsimmons also 
warned that the researcher's job 
is in the field of marketing, and 
that his assignment is to find pref- 
erence, and not to design. Don't 
become involved in sizes, types 
and other specifications, he con- 
cluded. 

On Friday morning AMA mem- 
bers went on field trips to see 
“marketing in action” at the Chi- 
cago Board of Trade, Industrial 
Surveys, A. C. Nielsen Co., Mar- 
shall Field & Co., Ryerson Steel 
Co., Sears, Roebuck & Co., and 
Swift & Co., and the meeting con- 
cluded with a discussion of “what 
marketing men need to know about 
economics and vice versa,” and an- 
other on “measurement of opin- 
ion.” 


Kopt Rejoins BBDO 

Charles W. Kopf, formerly a 
copy executive of Marschalk & 
Pratt, has rejoined Batten, Barton, 
Durstine & Osborn, New York, as 
a group copy chief. 
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1950 in Retrospect... 


Peacetime Economy- 
It's Been Wonderful 


New York, Dec. 29—It’s prob- 
able that 1950 will be remembered 
for many years as a kind of grad- 
uate 1939—“the last year be- 
fore...” 

For, excepting the men fighting 
in Korea and their families, 1950 
was a peacetime year with ominous 
undertones: in the first flurry of 
fear, buyers swarmed like locusts 
through the appliance stores, the 
automobile showrooms, the sheet 
and pillow departments—but by 
year’s end (despite the rain of dire 
statements by sibyls of various 
stature and accuracy) appliances 
were being sold at a discount, and 
autos were available 

What the future held, none 
could say, although plenty were 
trying. For most marketing men, 
however dubious the future, 1950 
had been a good year, in many 
cases a record year. 
ea The big § advertising stories 
were: the impact of limited war 
on the economy and its side ef- 
fects (e.g., media rate increases); 
the color television battle—in 
which government and industry 
were both partners and opponents; 
the national revulsion over the 
campaign of the American Televi- 
sion Dealers and Manufacturers— | 


Corp. moved to Chicago, an- 
nounced agency shift from Duane 
Jones to J. Walter Thompson Co. . . 
Bristol-Myers Co. brought Resistab 
to market in record time. ..Cros- 
ley kicked off a $2,330,000 dealer 
contest for Shelvadors, vehemently 
denied it was not a success... Ad- 
miral early announced a $15,000,- 
000 advertising budget, up from 
$8,000,000 in 1949. It apparently 
amounted to even more. 


e G. H. Smith and R. V. Newbell 
quit at Deepfreeze division of Mo- 
tor Products Corp....Cory Corp. 
was testing a $90 dishwasher... 
Hadacol and Louisiana’s ubiqui- 
tous State Sen. LeBlanc began to 
boom... Paul Hoffman of Stude- 
baker, CED, ECA and the Ford 
Foundation won the Poor Richard 
Club awards...The Tea 
got a $1,000,000 ad drive under 
way through Leo Burnett. 

Thor Corp. cut 20,000 dealers to 
7,000, boosted its ad budget to $1,- 
750,000...Lucky Strike tried 
“Never a rough puff” for a while, 
then swung triumphantly to “Be 
Happy, Go Lucky”... Amalgamat- 
ed Clothing Workers Union okayed 
another $500,000 for its union label 
campaign. 

General Mills advertised that its 


which seemed to show clearly the | vice-presidents are worth the aver- 


public’s antipathy for tasteless | 


copy, and to reenforce the men in| get .. 


the industry who were insisting on 
more strict standards of ethics, and 
self-regulation. 

Here are the highlights of 1950: 


ADVERTISERS 

Charles Luckman, longtime won- 
der boy of selling, began 1950 with 
confident forecasts, resigned late | 
in January from Lever’s presiden- | 
cy, became the subject of many | 
“I-told-you-so’s” and is now an 
Lever hired the Babb- 


‘take over, effect repairs on the) 
‘huge company. . Secretary of Com-| 
“merce Sawyer established an ad-| 
Wertising advisory committee, | 
theaded by Stuart Peabody of Bor- 
eden. 

Norge division of Borg-Warner 


THERE'S CONCENTRATED. 
BUYING POWER IN > 
WINSTON-SALEM 


LOOK AT THE EVIDENCE 


1950 
POSTAL RECEIPTS 


Over 


WINSTON SALEM TWIN CITY 


JOURNAL and SENTINEL 


‘ RELLY SMITE wean 


age $26,000 take-home pay they 
.Dayton Rubber put $500,- 
000 into a campaign for Koolfoam 
pillows and mattresses... Nickel 
Plate Road for the first time be- 


came an advertiser for passengers. | 


@ Mars Inc. switched from Grant 
Advertising to Leo Burnett... 
Deering, Milliken returned to 
Young & Rubicam to promote Mili- 
um ...Appliance manufacturers 
were locked in fair trade suits with 
R. H. Macy & Co. and sundry dis- 
count houses in New York ...U. S. 
Rubber started daily newspaper 
test in the Pittsburgh Post-Gazette, 
would use 100,000 lines in 1950. 
Procter & Gamble Co. brought 


| Cheer, a new detergent, to market 


tnrough Young & Rubicam, testing 
first in Syracuse and Kansas City. 
P&G also awarded Tallulah Bank- 
head $5,000, to salve her for the 
damages resulting from the “Tal- 
lulah, the tube of Prell,” jingle. 


@ Paul M. Hahn succeeded Vin- 
cent Riggio as president of Ameri- 
can Tobacco Co...The Porto Rico 
Rum Institute teed off with a cam- 
paign in 11 magazines, 22 newspa- 
pers... Kaiser launched the Henry 
J, after a $200,000 contest (stock- 
holders in a suit termed the name 
ridiculous, the contest “squander- 
ing") ... Monitor Equipment Corp. 
returned with a new airator wash- 
er...The Assn. of National Ad- 
vertisers demanded magazine au- 
dience figures and audit of con- 
trolled portions of ABC circula- 
tions. At year-end, the ANA was 
still waiting ...Murray Corp. put 


ja new line of appliances on the 
}market, through Cunningham & 
Walsh. 


e@ Mullins Mfg. had a “revolution- 
ary” dishwasher to sell... P&G's 
American Family flakes cut loose 
with a blast at red hands caused 
by no-rinse detergents, chief of 
which was P&G's Tide...Felt & 
Tarrant was again sued by a math- 
ematician who claimed he had 
squared the circle...General 
Foods’ cancellation of Jean Muir's 
contract to play Mother Aldrich 


| because the radio actress was listed 


in “Red Channels” precipitated a 
furore, many editorials pro and 
con... Walter S. Mack bowed out 


of Pepsi-Cola, where he was chair- | 


Bureau | 


man of the board...And a week 
ago, Coca-Cola’s ad chief Felix 
Coste also took over as marketing 
chief. 


@ Walter Williams succeeded John 
R. Davis as ad and sales v. p. of 
Ford...Gillette paid a record 
$800,000 for TV rights to the 
World’s Series, a four-game series 
at that ... Arthur Murray and Dor- 
land Inc. said goodbye with brick- 
bats, and charges of incompetence. 

Chlorophyll deodorants looked 
like hot drug prospects... William 
A. Marsteller checked out of Rock- 
well Mfg., would set up as a mar- 
keting consultant in Chicago in 
January ...Texaco was paying 
$60,000 a week for the Berle show. 


MEDIA 

Robert E. Kintner moved up as 
president of American Broadcast- 
ing, as Mark Woods became vice- 
chairman of ABC... Family Circle 
set its rates to include Kroger 
circulation ... Reader’s Digest took 
ads in the British edition. 

The New York Sun was bought 
by the World-Telegram ... Flair 
had 30 pages in its first issue, 
folded at the end of the year... 
The Post Office wanted to raise 
$400,000,000 but publishers man- 
aged to hold second class rates... 
Frank L. Avery retired as CCA’s 
managing director, died shortly. 
Adin L. Davis, ad manager of 
Worthington Pump, succeeded him 
|... Mail order p.i. business in radio 

flourished briefly, was sharply on 
the downgrade at year-end. 

David N. Laux became publisher 
of Sports Afield, C. W. Fuller vice- 
president in charge of advertising, 
but Laux and Fuller resigned to 
become promotional consultants in 
New York.. .Traffic Audit Bureau’s 

|Cedar Rapids study reenforced 
findings of the Fort Wayne re- 
search...In Chicago, Frank J. 
Moch, president of Television In- 
Stallation & Service Assn., charged 
quality of TV sets had deteriorated, 
called claims of one-knob control 
and no aerial “lot of hooey”. 


e Alfred Zugsmith and Smith 
Davis, longtime partners in media 
brokerage, fell out and went to 
litigation...Frank M. Headley 
and Dwight S. Reed pulled out of 
Headley-Reed, set up H-R Repre- 
sentatives, leaving Headley-Reed 
to Frank W. Miller, who owned 
75% of its stock ...Curtis had 11 
magazines participating in a direct 
delivery test in Columbus, Read- 
ing and South Bend. 

L. W. Waddington, Miles Lab- 
oratories, demanded lower AM 
rates in TV cities, igniting a fire 
which burned throughout the year, 
and seemed destined to continue to 
plague networks...Dan A. Car- 
roll suspended, with Dan Carroll 
and principal papers going to 
O'Mara & Orsmbee...The At- 


a Son or Daughter wont tell you! 


—==* | TELEVISION 
= =~ \ may never again cost so little! 
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AD OF THE YEAR—There was a tremendous uproar of indignation—among admen 

as well as others—in November when American Television Dealers & Manufacturers, 

through Ruthrauff & Ryan, opened a new campaign with this newspaper page and 
radio spots describing the “humiliation” of children without TV sets. 


lanta Journal 
merged. 


and Constitution 


s Time Inc. unveiled a new elec- 
tronic photo scanner... R. E. Mac- 
Neal was elected president of Cur- 
tis Publishing, as Walter Fuller be- 
came chairman of the board... 
Harper’s marked its centennial... 
P. L. Thomson, president of ABC, 
would not stand for reelection, and 
H. H. Kynett, of Aitkin-Kynett, be- 
came the circulation body’s top 
executive ...The National Assn. of 
Automobile Dealers pressed for re- 
tail rates in newspapers, at last 
report weren't getting anywhere .. . 
Graham Patterson, publisher of 
Farm Journal and Pathfinder, was 
elected chairman of the Advertis- 
ing Federation of America. 

The Deseret News, Salt Lake 
City, celebrated its 100th year, as 
did the New York Times... Doug 
Leigh went into the orange con- 
centrate business with Flamingo... 


Clint W. Murchison interests 
bought control of Field & Stream 
from E. F. Warner... Newsweek 


turned out a pocket-size fortnight- 
ly, People Today, was still testing 
at the end of '50... Liberty folded, 
was bought by Alho and reappear- 
ed in vastly different form. 


@ The New York World-Telegram 


& Sun was involved in a long and 
costly strike of editorial workers, 
with mechanical forces declining 
to cross the picket line. The settle- 
ment set a pattern for new con- 
tract negotiations with other Man- 
hattan dailies ...General Outdoor 
Advertising Co. and the Outdoor 
Advertising Assn. of America were 
sued by the Department of Justice. 

Paper prices began to skyrocket, 
and are still rising...The North 
Carolina Press Assn. was warned 
by W. C. Lassiter, its attorney, 
that double billing on cooperative 
ads is fradulent...The Oakland- 
Post-Enquirer suspended .. . Henry 
Luce, editor in chief of Time-Life- 
Fortune, took a sabbatical year of 
travel and study . . . Controlled Cir- 
culation Audit announced 12 new 
auditing refinements ...The ABC 
business paper division would re- 
quire 70% paid circulation for 
membership. 


a The Advertising Council set up 
a TV allocation plan... Magazine 
Advertising Bureau reported that 
the first three quarters of 1950 
found magazine revenue at an all- 
time high. ..S. I. Newhouse bought 
the Portland Oregonian. The Na- 
tional Broadcasting Co. would de- 
bate with rebellious station opera- 


For AM The Facts on Indurtnial 
and Trade Market Data 


INDUSTRIAL MARNETING’S 1951 
INDUSTRIAL MARKET DATA 
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tors the wisdom of cutting rates on 
Jan. 10. 


AGENCIES 

T. J. Maloney moved into Cecil 
& Presbrey with $2,000,000 in bill- 
ing and 21 people...H. A. Steb- 
bins quit Honig-Cooper to form 
his own agency ...Kiesewetter, 
Wetterau & Baker squabbled with 
WNBT over TV credit lines for 
the agency ...Tatham-Laird got a 
new Parker product, Flaminaire, 
launched late in the year...Car- 
lock, McClinton & Smith was form- 
ed, later merged with Calkins & 
Holden to become C&H, CM&S... 
Campbell-Ewald got DuMont... 
Speidel dropped Cecil & Presbrey 
abruptly for Sullivan, Stauffer, 
Colwell & Bayles...BBDO got 
Jelke, and many more accounts 
during the year, to become (with 
Burnett and Weintraub) one of 
three big gainers...Irwin Vladi- 
mir & Co. was again the winner 
in Export Trade & Shipper’'s recap 
of leading agencies in 1949 export 
placement. : 

Ross Roy acquired Zeder-Talbot, 
following its purchase of C. C. Fo- 
garty Co. in Chicago... Foote, 
Cone & Belding got four more Gen- 
eral Foods products; in the spring 
Emerson Foote took a leave of ab- 
sence, subsequently resigned... 
Gordon & Rudwick dissolved with 
principals going to Peck and Katz 
agencies ... Ruth Warren, a copy- 
writer at Campbell-Ewald, had a 
byline on Chevvy ads, probably 
setting no trend. 


@ John E. Wiley, Fuller & Smith & 
Ross, resigned to set up a mer- 
chandising service, later joined 
Hill & Knowlton ... Robert W. Orr 
& Associates got the perambula- 
tory National Guard account from 
Gardner ...Atherton Advertising 
Agency's “lemon girl” was a pneu- 
matic success on AA’s picture page 
... Bea Adams of Gardner was the 
AFA’s adwoman of the year... E. 
S. Horton retired from Horton- 
Noyes. 

The late Clarence B. Goshorn of 
Benton & Bowles told the Special 
Libraries Assn. convention that the 
number of agencies with special 
libraries had doubled in a decade 
...John C. Dowd Inc. bought 
Blaker Advertising and Redfield- 
Johnstone ...Gerome Advertising 
merged with Buchanan. 

Thompson got the Florida citrus 
account from B&B...Van Diver 
& Crowe closed... Rudolf Mont- 
gelas quit as president of Buch- 
anan to become an account man for 
Ted Bates & Co... Morris F. Swa- 
ney Inc., which billed $12,000,000 
in 1948, closed...John A. Cairns 
& Co. and Anderson, Davis & Platte 
merged. 


RESEARCH 

Nielsen bought Hooper's national 
service after repeated denials that 
the deal was afoot... Sindlinger 
sued Hooper and Nielsen...S. B. 
Eckert, Sun Oil marketing vice- 
president, got the 1950 Parlin Me- 
morial Award... Alfred Politz and 
Life collaborated on a mammoth 
cumulative audience job, which 
showed 62,600,000 one-item read- 
ers in a 13-week period...The 
ARF disclosed it had published 
more reports in 1949 than ever 
before... The ARF also disclosed 
it was all set to do a magazine au- 
dience study, all it needed was 
“support” (or about $75,000) from 
publishers. At year’s end, the sup- 
port was still absent. 

Hooper began working with the 
Hooperecorder, a meter device for 
measuring listening... Radio re- 
search had more rating services, 
including American Research Bu- 
reau, Jay & Graham and Trendex 
... BMB was succeeded by Broad- 
cast Audience Measurement... 


The proposals of Stanley Breyer, 
of KJBS, for a Hooper vs. Pulse 
test aroused great interest, much 
controversy, and thus far little re- 
sult. 


SUMMARY 

Because 1950 marked the end of 
the uneasy interim between arms 
and rearming, it also ushered in a 
new era in marketing, an era 
marked by the constant considera- 
tion of material shortages, changes 
in manpower needs, more taxes and 
restriction. Admen were again 
making their way to Washington, 
trying to forecast likely changes in 
marketing patterns, worrying 
about acceptability of advertising 
under contracts, and repeating the 
running of the maze they had 
learned eight years before. And 
many others had been recalled to 
serve with the UN forces in Korea. 

Among the notable advertising 
men who died during the year 
were: 

John Shepard, founder of the 
Yankee Network; Col. John Mac- 
lean, founder of Maclean-Hunter 
Publishing Co.; Emmett Corrigan, 
chairman of Albert Frank-Guen- 
ther Law; Julius Holl, advertising 
manager of Link-Belt Co.; L. C. 
Boone, advertising director of San 
Francisco Examiner; Clarence B. 
Goshorn, chairman of Benton & 
Bowles. 

Also, John C. Ackerman, founder 
of Britain's Advertiser's Weekly; 
Homer McKee, famed copywriter, 
Roche, Williams & Cleary; Henry 
C. Klein, vice-president of BBDO; 
Edward T. Batchelder, vice-presi- 
dent and secretary of the ANA; 
Generoso Pope, owner of Il Pro- 
gresso and WHOM; Glenn Gris- 
wold, onetime Fox Film and Mc- 
Graw-Hill executive, and founder 
of Public Relations News; Willard 
F. Lochridge, veteran J. Walter 
Thompson Co. vice-president and 
supervisor of Kraft Foods account; 
L. E. Fairchild, founder of Fair- 
child Publications. 

Also, Earle McHugh, advertising 
director of Hearst Magazines; Eaile 
J. Freeman, vice-president in 
charge of marketing, Xellogg Co.; 
Thomas S. Lee, owner of Don Lee 
Broadcasting System; and Louis W. 
Wheelock, retired Philadelphia 
agency man and father of Ward 
Wheelock. 


Drexel Furniture to Start 
Dealer Advertising Contest 


Drexel Furniture Co., Drexel, N. 


C., is launching a nationwide ad- | 


vertising contest on Jan. 1 to pro- 
mote closer cooperation between 
the company and its retail dealers. 
In order to participate, dealers will 
be required to send tear sheets of 
all 
the previous month which pro- 
motes Drexel furniture. The name 
of the member of the individual 
store’s advertising staff most re- 
sponsible for each ad submitted is 
to be given. 

The contest will run on a bi- 
monthly basis. The prize will be a 
two-day visit to Drexel, all ex- 
penses paid by the company. First 
judging will take place on March 
1. On the last day of every other 
month two winners will be se- 
lected, one from the department 
store classification and one from 
furniture stores. 


Gardner Elects Officers 


Gardner Publications, Cincinna- 
ti, publisher of Modern Machine 
Shop, Products Finishing, Oficina 
Mecanica Moderna and El Taller 
Mecanico Moderno, has elected the 
following officers: Chairman of 
the board, Howard Campbell; pres- 
ident and secretary, Mrs. Margaret 
L. Forney; vice-presidents, Gran- 
ville M. Fillmore and John M. 
Krings, and treasurer, Richard S. 
Kline. 


Appoints Gundel Agency 
American Builder, a Simmons- 
Boardman publication, has named 
Torkel Gundel Advertising Agen- 
cy, Chicago, as its agency. The ac- 
count was formerly handled by 
Schuyler Hopper, New York. 


Magicolor Names Leighton 
Harriet Leighton, formerly with 
Ruthrauff & Ryan, has been named 
advertising manager of Magicolor 
Co., Chicago. She succeeds Marion 
Meinke, who has resigned. 


advertising published during | 


| methods 


Government Jobs for Some 
Admen Open: Know Someone? 

WASHINGTON, Dec. 28—Senate- 
House conferences produced an ex- 
cess profits tax which is considered 
to be as good as an excess profits 
tax can be. There is a serious éf- 
fort to avoid hardships. For ,exam- 
ple, there is special relief for 
“growth” industries like TV, 
which would be crippled if held 
to 1946-49 profits 

The $3.5 billion excess profits 
tax does not bring the Treasury out 
of the woods. In fact, it barely 
covers the price increases since 
June in the items the government 
is buying. 

For the fiscal year beginning 
next June 30, the federal deficit 
may run as high as $20 billion 
Higher personal and corporation 
income taxes will be before the 
new Congress, and there may be 
something resembling a _ federal 
sales tax. 

- ~ o 

Civil defense and other defense 
agencies are beginning to look for 
information men who can “ex- 
plain” their programs in a way 
which will enlist public coopera- 
tion. Admen are well qualified for 
these jobs, which pay $7,600 to 
$10,000. Some pay as much as 
$14,000 

The quickest way to get a gov- 


By STANLEY E. COHEN. Washi 


9 Editor 


’ : 
ernment job ia to know someone— 
someone in a position to hire, or 
in a position to talk to someone 
who is hiring. If you don’t know 
someone, the man to talk to is 
Clyde Hall, ex-newsman, now in 
charge of recruiting information 
men for the Civil Service Com- 
mission. 

Civil Service maintains a list of 
persons qualified for the $7,600 to 


has managed to avoid criticism, 
despite the trouble the Economic 
Stabilization Agency is having. 

. e o 

Not all the work of the incoming 
Congress will be national defense 
and international policy. For ex- 
ample: the Congress is expected 
to set a billion-dollar fund to fi- 
nance construction of housing in 
defense areas. 

Other prospective legislation of 
importance to business includes 
another postage rate bill, and a 
fresh attempt to amend the anti- 
trust laws to “legalize” the basing 
point price system. With adminis- 
tration forces depleted in the Sen- 
ate, there's a good chance a basing 
point bill can go through, presiden- 
tial veto notwithstanding. 


$10,000 jobs, and is constantly get- | e e e 


ting calls fron? agencies in need of 
experts. For information write 
Clyde Hall, at Civil Service Com- 
mission, Washington 25, D. C. 

' . . ao 


Stuart Symington is the first 


“top level” defense official to lose | 


his throne. His national Security 
Resources Board is being split up, 
its authority passing to Charles E 
Wilson’s Office of Defense Mobili- 
zation. 

Symington remains a White 
House intimate. Eventually he is 
expected to replace Gen. George 
Marshall as Secretary of Defense 

Economic Stabilization Chief 
Alan Valentine is taking a beating 
Critics say he was too soft with 
steel, too tough with autos. Some 


are quipping, “No Valentine on 
Valentine’s Day.” 
Interesting enough, Price Ad- 


ministrator “Mike” DiSalle is off 
to a smooth start. So far, DiSalle 


New Book by Willard Fox Describes Methods 
for Making Market Research Pay Dividends 


New YorkK, Dec. 27—Executives 
who want to get their money's 
worth from expenditures for mar- 
ket research will welcome a new 
volume by Willard M. Fox titled 
“How to Use Market Research for 
Profit.” 

Mr. Fox, director of market re- 
search for Remington Rand Inc., 
has performed a service both for 
top management and for the re- 


search field itself by cutting 
through the aura of mystery with 
which some practitioners have 


cloaked the subject. 

A host of excellent technical 
books on the subject are and have 
been available for some time. Mr. 
Fox’s new volume is a departure 
from the standard text in that it 
is primarily a “how to” book. He 
describes the various research 
techniques available, suggests 
for determining which 
technique would best help in 
solving any given problem, and 
offers ideas on how to get maxi- 
mum use from the data. 


e Mr. Fox has no illusions about 
market research. In his introduc- 
tion, for example, he says: “Many 
executives have had some bad ex- 
periences with market research. A 
lot of money has been wasted on it 
Some market research people are 
to blame for a part of this waste 
Like all new things, market re- 
search has attracted its share of 
knaves and fools...Both did 
themselves little lasting good and 
they did market research a lot of 
harm.” 

But he adds that “much of the 
blame for waste of money in mar- 
ket research lies at the doors of the 
executives who authorized it with- 
out first finding out whether it is 
needed and, if the need is present, 
whether what they authorize fits 
the real need. The most brilliant 
work of the ablest research direc- 
tor is not worth 5¢ unless it is un- 
derstood and used.” 


e Mr. Fox extends this approach 
to the subject via chapters on what 
|market research cannot do and 


what it can do. Having set his 
sights, he takes up such objectives 
as establishing normal sales ex- 
pectancy, analysis of sales terri- 
tories, establishing sales quotas, 
researching consumer preference 
and analyzing trends 

He suggests that surveys be ap- 
proached with caution and points 
up the possibilities of bias. In ad- 
dition, he devotes a chapter to the 
problem of deciding when surveys 
should be made, how to buy sur- 
vey results and he also lists points 
which should be clarified in using 
surveys. 

One of the most penetrating 
chapters in the book deals with 
researching of advertising media 
to eliminate waste and to hold dup- 
lication of coverage within desired 
limits. 

The volume is published by 
Prentice-Hall. The price is $5. 


Karch Writes Book 
on Basic Printing 
Methods, Techniques 


New York, Dec. 27—“How to 
Plan and Buy Printing,” by R. 
Randolph Karch, published by 


Prentice-Hall Co., should answer 
the need of anyone who requires 


a ready knowledge of printing 
methods. 
Mr. Karch, former technical 


supervisor of the department of 
publishing and printing at Roch- 
ester Institute of Technology, 
shows what processes are involved 
in getting a job to the printer, 
and how to apply the techniques 
of preparing the printing job 

The book deals with the funda- 
mentals of printing and concen- 
trates on their practical and eco- 
nomical applications. Procedures 
covered include those involved in 
copy preparation, body type se- 
lection, type measurements, copy- 
fitting and paperstock selection. 


@ One chapter is devoted to the 
planning of booklets and mailing 
pieces. Topics discussed include the 


Economic research department of 
the U.S. Chamber of Commerce 
is publicizing its confidence in the 
Bureau of Labor Statistics—latest 
government agency to face “trial 
by smear.” 

First “smear” is that BLS is re- 
revising its living cost index up- 
ward to help “big labor” justify 
wage hikes. The chamber says, 
“not likely, since we have been in 
on the revision from the start.” 

Second “smear” is that BLS is 
overstaffed, and pads progress re- 
ports. The U. S. chamber says “re- 
prehensible,” but notes that pad- 
ding activity is, unfortunately, 
quite customary in government 
circles. q 

“We do feel that in its statistic 
work, the price division of BLB 
tries to do an honest, compete@t 
and usually thankless job,” sa 
chamber's publication, “Econo 
Intelligence.” 


number of pages, sizes of bookle' 
and catalogs, mailing envelo 
how to write specifications a 
how to copyfit manuscripts. 

The book is written in a conci 
style, in non-technical languag 
and contains numerous 
tions as well as samples of a 
major type faces. The price 
$5.65. 


| PICTURES TELL SALES 

| PROMOTION PRACTICES 

New York, Dec. 27—*“Successf 

Sales Promotion” is a practic 
441-page guide to “the best meth 

| ods and techniques that have bee 
developed by the top idea me 
in this tremendous field,” accord 
ing to the publishers, Prentice-Hall 

| Inc. (Price: $5.65). 

Written by Harry Simmons, au- 
thor of several books on selling 
and management, this volume vis- 
ualizes and dramatizes sales pro- 
motion by using many pictures and 
drawings: of sales promotion at 
work for companies like Standard 
Oil, General Foods, Firestone Rub- 
ber, Rexall Drugs, and hundreds 
of others 


‘w Some of the topics covered in- 


|clude: preparing sales meetings, 
handling jobber and dealer train- 
ing, making up effective employe 
manuals, using novelties and gad- 
gets to get sales, selling by cata- 
log, and many other operations. 

The book is designed, according 
to its author, to help people who 
are anxious to see what sales pro- 
motion really is, rather than just 
read about it. The text attempts 
to steer clear of any cut and dried 
formulas, presenting instead an 
actual picture of sales promotion 
at work in the nation’s businesses 
today 


Names Robert Peele 

Robert I. Peele, formerly adver- 
tising manager of the News-Jour- 
nal, Mansfield, O., has been named 
local advertising manager of To- 
peka Newspaper Printing Co., To- 
peka, Kan., publisher of the Tope- 
ka Daily Capital and the Topeka 
State Journal. F. B. Cunningham, 
who has been in charge of all ad- 
vertising for the two publications, 
will continue to head national ad- 
vertising. 
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A.L. Les: Pioneer 
Coke Advertiser and 
D’Arcy Head, Dies 


(Continued from Page 1) 


tion from Duke University. His 
newspaper work was interrupted 
by service as a captain in the in- 
fantry during World War I. 

Mr. Lee became a copywriter at 
D'Arcy in 1919 upon the recom- 
mendation of Samuel C. Dobbs, 
then president of the Coca-Cola 
Co., who was impressed with the 
reporter during a newspaper inter- 
view 

The 
immediate. 


ex-reporter’s success was 
He worked on the 
Coca-Cola account, of course. It 
had been a D’Arcy client since 
1906, when the late William 
Cheever D’Arcy induced the com- 
pany to spend $1,500 in St. Louis 
and Kansas City newspapers. The 
results of the first advertising 
proved so successful that the next 
year Coca-Cola upped its ad bud- 
get to $25,000 


se Lee for a number of years fol- 
lowed the established pattern of 
Coca-Cola advertising, offering a 
variety of appeals. In the ‘20s he 
came up with an idea for which 
Mr. D'Arcy was to laud him for 
years. It was the creation of a post- 
er campaign that set the basic pat- 
ern of all Coca-Cola posters since 
—with emphasis on simplicity of 
design, terseness of message and 
continuity in color scheme and 
pattern. 

Mr. Lee had sensed the remem- 
brance value of a repeated pattern 
and hurried to Mr. D’Arcy with the 
idea. The president's reaction was 
to order a whole poster campaign 
made into comprehensives, which 
the client enthusiastically bought. 


) 
: 
; 


e Mr. Lee's next step was to sell 
the advertiser—and subsequently 


phrase, which was buried in the 
‘text of a magazine ad. That, said 
tLee, was a theme. And it became 
familiar in countries all over the 
world 

Coca-Cola grew to fame as a 
fountain drink. But Lee had a the- 
Dry that people could be induced 
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‘the nation—on “The pause that 
refreshes.” Actually, another 
D'Arcy copywriter wrote the) 


to drink their Cokes right out of 
the bottle, sans straws. Suddenly, 
people everywhere saw _ poster 
after poster and magazine ad after 
magazine ad picturing consumers 
with a bottle to their lips. It caught 
on. 

Archie Lee, like his client, had 
been annoyed for years over the 
public’s determination to call for 
a Coke when Coca-Cola was meant. 
The abbreviation was anathema to 
the Atlanta executives (and all 
D'Arcy newcomers were quick to 
drop the word from their vocabu- 
laries). 


e It was in the ‘30s that Mr. Lee, 
consulting with trademark attor- 
neys, confirmed his suspicion that 
the Coke name was a priceless 
company asset as the public had 
lifted it from the generic. Atlanta 
rejoiced when it proved to be a 
most effective weapon for cqmbat- 
ting the ubiquitous cola drinks that 


sprang up. Legal battling left Rapids, Mich., El- 


“cola” a generic word, but Coke} 
is now a registered trademark. | 

Lee had long dreamed of some 
way to interpret the spirit of Coca- 
Cola. Finally, he decided that it) 
should take the form of a sprite—| 
hence, the familiar pixie character 
with the friendly, saucy grin of a! 
boy. 

Another original twist that Mr. 
Lee gave to Coca-Cola advertising 
was a sudden and sustained em- 
phasis on Coke's part in hospital- 
ity. For years the product had been 
advertised as a pleasant household 
item. The change of pace pictured 
trays of Coke in the living room 
and the always short copy empha- | 
sized the cordial welcome that the | 
bottle extended—and received. 

The advertiser offered women 
books on flower arranging to help 
the hostess. The books were mag- 
nificently printed in full color 
and, as an afterthought, gave hints 
on the serving of Coca-Cola. They 
were offered for 10¢ and a coupon 
and the returns ran into the mil-| 
lions 


@ In 1925 Mr. Lee became account 
executive at D’Arcy and was 
elected a member of the board of 
directors. He had been chairman 
of the board since 1945. 

Mr. Lee, despite all of his skill 
and achievement, continued all of 
his lifetime a man of utmost mod- 
esty. Any compliment paid him 
was acknowledged with the com- 
ment that, after all, the product 
was a thing of excellence and, be- 
sides, the people in Atlanta were 
marketers of the highest caliber. 

That kind of thinking and a 
mutual regard for their respective 
abilities made the warmest of 
friends of agency man Lee and Mr 
| Woodruff, currently chairman of 
the executive committee of Coca- 


| the 


Cola Co. and for years its president 
and board chairman. 

In 1925, Mr. Lee was married | 
| to Beatrice Lodge Thomas, of St. | 
Louis, who survives him. Other | 
survivors are a daughter, Mrs.) 
Peter Bakewell, and a son, Alex- 
ander Laney Lee. 


John North, Media 
'V. P. at AMEW, Dies 
| Suddenly at 54 


| CnHrcaco, Dec. 27—John H. North, 
54, vice-president in charge of me- 
dia and supervisor of radio and TV 
programs of Aubrey, Moore & 
Wallace, died suddenly today after 
a heart attack. 

Mr. North, who had been with 
the agency since 1924, worked on 
such shows as “First Nighter,” 
“Famous Jury Trials” and various 
International Harvester radio and 
television campaigns. He had re- 
cently returned from the Westing- 
house “mystery flight” to Bermu- 
da. 

Prior to joining Aubrey, Moore 
& Wallace, Mr. North had been 
with Lee O. Duncan Advertising , 


| 


Agency, Chicago, and previously 
had been a member of the sales 
staff of Armour & Co. 

During his association with Au- 
brey, Moore & Wallace, Mr. North 
had been very active in Chicago 
radio circles and was elected first 
president of the Radio Club of Chi- 
cago, following its organization in 
1944. 


ELLA MYERS, FORMER 
GF AD DIRECTOR, DIES 

New York, Dec. 26—Mrs. Ralph 
Noel Dagg, more familiarly known 
during her busi- 
ness years as Ella 
Burns (Bobbie) 
Myers, former 
advertising di- 
rector of Gener- 
al Foods Corp., 
died today at her 
home tm Armonk 
Village, N. Y. 

Born in Grand 


la Myers 
graduated 


was 
from 
University of 
Illinois in 1919, and a year later 
took her master’s degree at Carne- | 
gie Institute of Technology. 

She began her business career in 
1926 as an advertising copywriter | 
for Lord & Taylor here. In 1928, 
she joined J. Walter Thompson Co. 

During the last 18 years of her 
business career she was with Gen- 
eral Foods, serving successively as 
director of consumer service, as- 
sociate advertising manager, mer- 
chandising manager, vice-presi- 
dent of General Foods Sales Co., 
and finally as advertising director 
of General Foods Corp. In 1948 she 
was chosen advertising woman of 
the year by the Advertising Fed- 
eration of America. 

Mrs. Dagg’s first husband was 
Myron A. Myers, from whom she 
was divorced. Later she married 
Ralph N. Dagg. She retired from 
business a little more than a year 
ago. 


RALPH ST. HILL 


New York, Dec. 28—Ralph W. | 
St. Hill, who was associated with | 
H. K. McCann in the founding of | 
the H. K. McCann Co. in 1911, and 
long prominent in advertising cir- 
cles in New York and London, died 
Dec. 19 in Nairobi, Kenya Colony, 
British East Africa. 

The McCann Co. was merged 
with the Erickson Co. in 1930 to 
become the present McCann- 
Erickson agency. Mr. St. Hill, who 
was born and educated in England, 
was an account executive in the 
company here until 1927, when he 
went to London to establish a} 
branch office and to supervise the | 
company’s operations throughout | 
Europe. | 

Shortly after the start of World 
War II, he returned to New York 


Ella B. Myers 


| and continued as an officer of Mc- 


Cann-Erickson until his retirement 
in 1947. 


ROBERT M. ZEIGLER 
CHARLEsTON, S. C., Dec. 26—Ro- 

bert Miller Zeigler, 46, advertising 

director of the Charleston News| 


| & Courier and Evening Post since 
| 1942, and a former president of 


the Newspaper Advertising Execu- | 
tive Assn. of the Carolinas, died 
Dec. 19. 

He had been associated with) 
Charleston newspapers since 1924, | 
when he joined the Evening Post, 
which later bought the News & 
Courier. 


E. H. RANDOLPH 

New York, Dec. 28—Elwood H. 
Randolph, 70, formerly executive 
vice-president of Moloney, Regan 
& Schmitt, newspaper advertising 
representative, died yesterday at 
his home in Bronxville after a 
long illness. 

Born here, Mr. Randolph spent 
his entire career in newspaper 
advertising. His first position was 
on the advertising staff of the Wall | 
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‘Portland Journal's’ ‘Come and Get it’ 
Classified Columns Increase Total Linage 


PORTLAND, ORE., Dec. 27—The 
Portland Journal’s use of “come 
and get it” ads to attract the volun- 
tary classified advertiser has 
played a major role in increasing 
the Journal’s total classified lin- 
age. In November, 1950, for ex- 
ample, the Journal's classified po- 
sition improved by four percentage 
points over October, 1950. 

The “come and get it” classifica- 
tion came into being just prior to 
World War II as a classified per- 
son-to-person service. The name, 
“come and get it,” told the story 
and was phonetic, and thus was 
chosen as the heading for the col- 


}umns. They are segregated from 


the regular classifications, under a 
separate box heading in 36 point 


| bold face, although they run ad- 


jacent to miscellaneous-for-sale 
columns. 

Currently the offerings are for 
items priced $15 or less. Dealer 
copy, livestock and pet copy are 


| not accepted. It is “pure transient- 


voluntary.” More than one item 
can be advertised in an ad, but the 
total of each line of advertising 
must not exceed $15 in merchan- 
dise. For example, a one-line ad 
could offer: “girl’s bicycle $15,” 
or “girl’s bicycle $10, pump $1.50,” 
but could not read: “2 girls’ bi- 
eycles $15 each,” or “girl's bicycle 
$13; pump $5.” 


eit is the only classification 
where one-line ads are accepted. 
Even on contract advertising in the 
other established classifications, 
the two-line minimum applies. 

The advertiser pays 75¢ per line 
for seven days with no refund. Ads 
are accepted from every source— 
salesmen, counter, phone room, 
mail and employes. No employe 
discount is allowed in the classifi- 
cation. 

Reader acceptance has been en- 
thusiastic and Rex Buzan, classi- 
fied ad manager, receives reports 
every day from persons praising 


COME AND GET IT—Typica! of the “come 

and get it’ columns in the Portland Journal 

is this section which ran in a recent issue 

of the paper. Classified linage has been in- 

creasing steadily, helped by the “come and 
get it’ corner. 


the column for its reader interest. 
It also has been noted that persons 
placing “come and get it” ads fre- 
quently place additional advertis- 
ing in other classifications. 

The Journal considers its “come 
and get it” classification a strong 
force for building voluntary vol- 
ume, and the classification itself 
continues to grow. Figures showed 
a 141% increase in “come and get 
it” linage in November, 1950, over 
the same month the previous year. 

Daily and Sunday, for the first 
two weeks in December this year, 
more than 300 ads per day were 
published in the “come and get 
it” columns. 


Street Journal. Later, he was ad- 
vertising manager of the New 
York Press, assistant to the pub- 
lisher of the New York Evening 
Journal, vice-president of A. I. 
Klein & Co., newspaper publishers’ 
representative, and vice-president 
of Paul Block & Associates. He 
retired a year ago as executive 
vice-president of Moloney, Regan 
& Schmitt. 


JOHN E. FINNERAN 

Boston, Dec. 29—John E. Fin- 
neran, 57, advertising consultant 
associated with Chambers & Wis- 
well, and a former vice-president 
of Benton & Bowles, New York, 
died here yesterday of a heart 
attack. 

A native of Braintree, Mass., Mr. 
Finneran was graduated from the 
University of Oregon. He became 
general manager of Gardner Ad- 
vertising Agency of St. Louis in 
1924. He joined the Scripps-How- 
ard Newspapers in 1928 as sales 
and promotion manager of the na- 
tional advertising department, the 
next year was made general man- 
ager of the department, and the 
following year department direc- 
tor. 

From 1931-36 he was director of 
advertising for the Scripps-How- 
ard chain and a member of the 
general management. In 1936, Mr. 
Finneran became vice-president of 
Benton & Bowles, and four years 
later became a stockholder and 
vice-president of Warwick & Leg- 
ler. 

He retired from business in 1943 
because of ill health but returned 
to the advertising field in 1947. 


Vance Herrold Joins WIL 
Vance Herrold, formerly a mem- 
ber of the sales force of Station 
KREI, Farmington, Mo., has joined 
the sales staff of WIL, St. Louis. 


Bullock's Names FC&B 
Bullock’s, Los Angeles depart- 
ment store, has named the Los 
Angeles office of Foote, Cone & 
Belding to handle its advertising. 


Wayne Advertising Moves 
Wayne Advertising Agency, Cin- 


cinnati, has moved to new and 
larger quarters in the Widener 
Bldg. 


PRIME us 


COVERAGE OF 
Army & Air Force 


WORLD AFFAIRS 


Army Times & 
Air Force Times 


2-Market Coverage 
—1I Low Cost 


DOMESTIC (U. S.) EDITIONS 
EUROPEAN EDITIONS 
PACIFIC EDITIONS 


Write for Free 34-page Market Book 


ADVERTISING OFFICES: 


NEW YORK—41 E. 42nd St.—MU 7-5552 
CHICAGO—203 N. Wabash Avenue 
WASHINGTON, D. C.—3132 M Street W.W. 
PHILA.—R. W. McCorney—MA 7.0887 
PACIFIC COAST—Geo. D. Close, Inc. 


7 ‘ sees ; ca ee a 
s ; Gat ee 
j Bee rs aes a. as 
’ i a” Re ee ee 
. (ey eee Sa eee 
\ ; re f- tee 2 ae 
" ¢ Po _ 
a 
J 
hoe ME AND GET 
7 be. oo BEN od 
cs ER Bag Le 
Shee ig heats 5 [RORY 
see ary hi: — eerhee 
s RSS FE ed tee = hi 
=a the BRO ates 
- Pes oo kd Aver Seay 
tm “ES haga hy pouty iG 
: fe Poser 3 eras ps: 
2S ONES ire Cro Re 
Ree es eerie Re sent 
ets fe tence Seni 84 1 
aah ot: SCS Pee 
eee Nee is 
= aes gine: eae vie ae 
ee ies Sereeszs See oes Banh 
iRi (ames Bayes See 1 eat 
ee BRE: ae att ORS 7 
tie “ac BY ge ar a fai 
on oe pay tt Ear kes ees 
: i BS tse a ib DANG we 
. ee ae eee 
re =< Bee sr Sn SAAN BER 
pipet, des ' 
Saree. nig Soke ad Sa 
pe mony EARLE te 
oe yeas oe Saas ee ee 
ag hoe Eee ee. SeEEE ’ 4 
y aS Sm. pare aes 
q we 
i : 
ie | 
| 
q ' 
' . 
it ; po 
> = a 
a 
— 
— 
§ ~ 
— 
a 
: a — 
eh your appetite. eee 
: So instead of gobbling Turkey 
WAVE caters to the 27 really | 
: impor counties of the Louis 
; ville Trading Area— turns profits 
t= by serv ing folks whe have a Pur- 
chasing Power 41% above the 
; average of Turkey and all the 
cf cky combined! 
; po 
) 
‘s, some? 2 * ie 
. . 
: ig v7. A af Ee Pe 
= | om . e ~ o 
” . 
RP ee 
aig Se a 
Ya ase ag 
i tee |G oe oe) Ue . 
Rie ay te ae ao ae ; ' 
a ee aa eee 


Advertising Age, January 1, 1951 


Financial Problem 


Tops List for 


Small Business, NAM Survey Shows | 


New York, Dec. 28—A study of 
the problem of venture capital in! 
connection with small business, re- 
leased this week by the National 
Assn. of Manufacturers, empha- 
sizes that while specific problems 
vary considerably from one indus- 
try or business to another, the 
financial problem is_ generally 
considered the top problem facing 
small business today. 

The NAM during the past year 
sent out a questionnaire to 13,500 
of its members, exclusive of larger 
company members. Since the NAM 
is predominantly a small-business 
organization—82% of its members 
employing fewer than 506 persons; 
67% employing fewer than 250, 
and 25% having 50 or fewer em- 
ployes—the survey “resulted in a 
representative sampling of small 
manufacturing business.” 


@ About 73% of the respondents 
held that the government had 
made no important contributions 
in financing small business. Slight- 
ly more than 16% said the govern- 
ment had made _ contributions 
through loans by the Reconstruc- 
tion Finance Corp. and others. 

Nearly 23% said, “Let us alone”; 
22% thought the government 
should improve its own financial 
and administrative operations, and 
improve the labor laws. Only 9% 
suggested that the government 
should facilitate loans to business. 

Only 12% of the manufacturers 
who responded to the question- 
naire said they were in need of 
immediate funds. 

The smaller the company, the 
greater the chances are that addi- 
tional funds will be needed, the 
survey shows. Of the 395 members 
in need of funds, 222 had fewer 
than 100 employes. 

With respect tc the type of funds 
needed, the demand was over- 
whelmingly in favor of borrowing 
rather than the sale of stock. The 
survey showed 39% in favor of 
term loans, 28% in favor of com- 
mercial loans, against 12% favor- 
ing the sale of common or pre- 
ferred stock. 


e About 47% of the respondents 
in need of funds wanted money 
for working capital including in- 
veniories; 45% wanted funds for 
fixed asseis, modernization and re- 


placements. The remainder wanted 
money for refinancing or retire- 
ment of old debts. 

The most outstanding obstacles 
to obtaining commercial loans 
were lack of capital funds, too 
large short-term debt, and large 
inventories. The obstacles to term 
loans were inadequate capital, bus- 
iness uncertainty, new company, 
and large short-term debt. Inade- 
quate capital, business uncertainty 
and new company were given as 
difficulties in securing funds | 
through bond issues and mort- 
gages. For stock issues, business | 
uncertainty, new company and/| 
management were the most fre- 
quently mentioned obstacles. 

More than 48% of the respond- 
ents said the reason that funds are 
not available to small business is 
insufficient security; 11.2% said 
the terms were unsatisfactory, and | 
7% considered the amounts offered | 
too small to meet their needs. | 
Other reasons mentioned included | 
government interference, demands 
for excessive guarantees, and type | 
of business. 


we Only 14% believed there had 
been any basic changes in methods 
of financing in recent years. Of 
these, about 37% felt that govern- 
ment actions, including taxes, were 
basic factors. About 13% felt) 
changes had been due to greater 
liberality on the part of the banks. 

Almost 19% of the respondents 
were corporations, nearly 4% in- 
dividual partnerships, over 5% 
partnerships, and the remainder 
cooperatives. 

Commercial banks provided the 
most important source both of 
term loans and short-term com-| 
mercial credit. Insurance compa- | 
nies and commercial banks offered | 
the best sources for bond and 
mortgage money. “Other” investors | 
provided about 65% and 58% of} 
the funds derived from the sale of | 
common and preferred stock, re- 
spectively. 

The survey shows that there | 
has been an increase of almost 
28% in the number of companies 
in operation from 1944 through | 
1949. During the war years the | 
number had decreased. From 1929 | 
to 1948, there was an increase of | 
about 28%. } 


Advertising in the Test Stage 


Drexel Labs Plans 
Newspaper Test for 
New Pylox Ointment 


Drexet Hit, Pa., Dec. 28— 
Drexel Laboratories will start a 
special test campaign Jan. 1 for 
Pylox, a rectal ointment, with ads 
in all daily newspapers in Indiana. 
Ads will stress that Pylox is anti- 
septic, greaseless, white and non- 
staining. 

If the Indiana campaign is as 
successful as a similar drive for 
the company’s Wonder Salve, 
Drexel plans nationwide distribu- 
tion and advertising. 

L. E. Evons Advertising Agency 
here handles the account. 


DURKEE SHORTENING 
TESTED IN DULUTH 

CLEVELAND, Dec. 27—Durkee 
Famous Foods division of Glidden 
Co. here is testing its vegetable 
shortening in Duluth, Minn., in 
preparation for area campaigns 
across the country. 

Newspaper ads, plus radio, and 
samples distributed to selected 
homes, urge housewives to bake 
a cake the Durkee labor-saving 


way, using the “one bowl mix” 


technique. | 
The test, now in its second | 
month, is scheduled to run one 


month more. Results in Duluth will 
be the basis for planning market- 
by-market campaigns throughout 
the nation. 

Meldrum & Fewsmith Inc., 
Cleveland, is Durkee’s agency. 


TESTS CHICK-N-RICH 
IN MICHIGAN MARKETS 
Cuicaco, Dec. 27—Poultry Food | 
Products Inc. is testing its Chick- 
N-Rich dog food in selected mar- 
kets in Michigan. The Grand Ra- 
pids Press is carrying two-column 
b&w ads once a week; and one- 
column b&w ads are being run in 
the Muskegon Chronicle. Plans 
for expansion are not yet definite. 
H. H. Teplitz Advertising Agency 
here handles the account. 


Coronet TV Appoints Walsh 
Coronet TV has appointed the 
Windsor office of Walsh Advertis- 
ing Co. to handle its advertising. 
Full and half-page ads will appear 
in newspapers. One of the features 
to be promoted is the low price 
made possible by selling the sets 
directly through factory-operated 
retail outlets. | 


Last Minute News Flashes 


Cashman Named FC&4B V. P.; Ballin to JWT as V. P. 


Los ANGELES, Dec. 29—-Ed Cashman, radio and TV production super- 
visor of Kudner Agency, New York, has been appointed vice-president 
in charge of radio and TV by Foote, Cone & Belding, Hollywood, ef- 
fective Jan. 21. He succeeds Robert Ballin, who has been appointed 
vice-president and head of a new creative radio and video department 
by J. Walter Thompson Co., New York. 


Lamont, Corliss Now Nestle’s Chocolate Co. 


New York, Dec. 29—Effective Jan. 1, the name of Lamont, Corliss 
& Co. will be changed to Nestle’s Chocolate Co. “The change in name,” 
Clive C. Day, president, said, “will identify the company definitely with 
the chocolate products it has distributed for years. There will be no 
change in the company’s sales and advertising policies or marketing 
plans for its branded products.” Nesbit Chocolate Co. is a unit of the 
world-wide Nestle organization which operates 125 factories in most 
principal countries. 


Eversharp Raises Budget for New Razor 

New York, Dec. 29—Eversharp Inc. will have the largest single- 
item budget since 1946 to introduce its new Gold Pack Injector razor 
blade, through the Biow Co. More than 40 states are included in the 
154-newspaper schedule, with space ranging from 600 to 1,000 lines 
each for four insertions. The campaign will be followed up in Febru- 
ary with single and double pages in Life and two pages in The 
Saturday Evening Post. 


Hewitt, Ogilvy Elects Margaretten V. P. 

New York, Dec. 29—David Margaretten, who joined Hewitt, Ogilvy, 
Benson & Mather early in 1950, has been appointed a vice-president of 
the agency. He was formerly with Roy S. Durstine Inc. 


Sittig Is New Western Manager for Crowell 

Cuicaco, Dec. 29—Crowell-Collier Publishing Co. has named William 
A. Sittig, formerly western advertising sales manager of Woman's 
Home Companion, to be western advertising manager for Crowell, 
with headquarters here. He replaces Norman C. Green, who is re- 
tiring. Richard Hohmann, a member of the Companion’s sales staff, 
takes Mr. Sittig’s previous post. William D. Hutchinson, formerly with 
Coronet, and Harold Gray, previously with Moloney, Regan & Schmitt, 
have joined the New York sales staff of Collier's. 


Woolworth Appoints Williams Ad Director 

New York, Dec. 29—R. E. Williams, formerly supervisor of merchan- 
dise, has been appointed advertising director of F. W. Woolworth Co 
He replaces Carson C. Peck, who is now vice-president in charge of 
public relations for the chain. 


L. A. Casler Joins Client as Exec V. P. 


BLOOMINGTON, ILL., Dec. 29—L. A. Casler, president of Casler, Hemp- 
stead & Hanford, has been elected executive vice-president of Eureka 
Williams Corp. and manager of its Williams Oil-O-Matic division. 
Henry Hempstead, executive vice-president of the Chicago, Rochester 
and New York agency, will assume Mr. Casler'’s duties. 


Chapin Named Birds Eye Marketing Chief 


New York, Dec. 29—Howard M. Chapin, formerly advertising di- 
rector of General Foods Corp., has been promoted to marketing man- 
ager of GF’s Birds Eye division, a new post. Under the new setup, 
there will be no advertising director; consumer service, market re- 
search and assistant advertising director Robert Mathews will report 
to Charles G. Mortimer, GF vice-president in charge of marketing. 


Paper Price Rollback Suggested: Other Late News 


e@ While the National Assn. of Magazine Publishers will not ask paper 
companies whether they will voluntarily roll back prices to Dec. 1, 
1950, levels, “individual publishers might well immediately raise this 
question,” the association says. It points out that the Economic Stabili- 
zation Agency has said price raises based on forecasts of future costs 


| are not permissible. 


e Howard M. List, who joined Kellogg Co., Battle Creek, Mich., in| 


1939 and has been assistant advertising manager for the past three 
years, has been named advertising manager. 


@ Edgewood Shoe Co., a division of General Shoe Corp., Nashville, 
will sponsor an early evening 15-minute show via ABC-TV for its 
Friendly shoes, beginning in February. Anderson & Cairns is handling 


e Effective Jan. 1, Procter & Gamble will switch the Monday-through- | 
| Friday musical CBS broadcast, featuring Jack Smith, Dinah Shore and 


Margaret Whiting, from Oxydol (Dancer-Fitzgerald-Sample) to Tide 
(Benton & Bowles). 


e Sawyer-Ferguson-Walker Co., newspaper representative, has named 
the following vice-presidents: Robert R. Kinsley, San Francisco office 
manager; Miles A. Turpiri, manager, Los Angeles office, and Walter L 
Guy, Atlanta office manager. 


e Ralph E. McKinnie, account executive of Paul H. Raymer Co., 
radio-TV station representative, has been advanced to sales manager 
in charge of the New York office. John D. Allison, formerly v. p. and 
general manager of the New York office of Taylor-Howe-Snowden 
(since reorganized as O. L. Taylor Co.), has joined Raymer as an ac- 
count executive. 


| @ Howard Stores Corp., New York, will present kinescope versions of 
| the “Jimmy Powers Show” in five markets once a week, starting early 


this month. The program has been televised nightly over WPIX, New 
York, for some time. Peck Advertising Agency handles the telecast 


e@ National Production Authority said Dec. 28 it has no plans to limit 
the use of newsprint, although the supply is moderately tight. News- 
print was covered in the order prohibiting hoarding. If the gap be- 
tween supply and demand widens, a NPA spokesman said, news- 
paper publishers would be called in for advice on how to apportion 
supplies fairly. 


| 


NEW-—White lettering on a red back- 

ground marks the new identity design de- 

veloped by Key Inc. for use in all dealer 

signs ond point of sale material for Devoe 
& Raynolds Co., New York. 


| Mothers Show Davol 
Ideas for Designing 
New Bottle Package 


| New York, Dec. 29—Davol Rub- 
ber Co. will launch a promotion 
for a new baby bottle combination 
| in March—but that’s only part of 
the story. 

Before the company okayed the 
product, it reviewed 82 models 
which designers had dreamed up. 
Then it turned the favored model 
over to two panels of women, each 
composed of 100 mothers with~ 
| babies of nursing age ' 
| Surprisingly, while the wome® 
| liked the product, their preferengg 
| for it was not because of featur 
| the designers had centered on, b 
because of the graduated markin 
on the side. 


@ As a consequence, when t 

drive begins with a full page i 
Life, the headline will be, “Eas 
to read, easy to feed.’ Lippinco' 
Margulies, the Boston design or 

ganization, took note of the panels 
opinion and turned out a new 
package in which the — 
shows the graduated markings o 

the side. . 

The leaflet to go along with th 
bottle contains a blank page s 
that, when in place behind the bot 
tle, it gives the prospective pur< 
chaser a notion of what the bottl 
will look like when filled wit 
milk. 

After the medical and drug de 
tailing is complete, the bottle wil 
get its consumer push. Promotion 
is already beginning in drug busi- 
ness papers. After the Life ad, 
plans call for a switch to baby mag- 
azines and to women's magazines 
with a high content of mothers of 
young children in their audience. 

Federal Advertising Agency has 
| the account. ; 


Kelly Leaving Pullman 


George A. Kel- 
ly, vice-presi- 
dent of Pullman 
Co., Chicago, who 
for the past 16 
years has been in 
charge of adver- 
. tising and public 

relations, will re- 

tire, effective 
| June 1, at his 
own request. Mr 
Kelly has been 
granted a leave 
of absence until 
that time. He 
| joined Pullman as a general solici- 
| tor in the law department in 1920 


G. A. Kelly 


McNamara Joins Dudley 

Don McNamara has resigned as 
director of television for Telefilm 
Inc., Hollywood, to join Dudley 
Pictures Corp., Beverly Hills, Cal., 
as executive vice-president in 
charge of commercial and televi- 
sion films. 


KCS], Pueblo, Names Kahle 
Douglas D. Kahle, formerly man- 
ager of Station KCOL, Fort Collins, 
Cola., has been named manager of 
Station KCSJ, Pueblo, Colo., suc- 
ceeding Dale Scott, who has re- 
signed. 
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You Ought toKnow - « « Alfred Staehle 


On Jan. 2, the staffs of the three 
McGraw-ddi}] papers of which 
Alfred M. Staehle is the publisher 
—namely. Coal Age, Engineering 
& Mining Journal, and Factory 
Management & Maintenance—will 
surprise him with 
a celebration to 
commemorate his 
25th anniversary 
with the com- 
pany. 

Twenty-five 
years ago, Al 
Staehle was in- 
dustrial advertis- 
ing maneger of 
Westinghouse. In 
1925 he made a 
speech before the 
National Industrial Advertisers 
Assn. at Atlantic City, explaining 
how he had developed a system 
for apportioning advertising ap- 
propriations in relation to sales, 
which was practically unheard of 
at the time. The speech created a 
sensation, 

Before 


Alfred Staehle 


he left the convention 


hall that day Al Staehle was of-| 


fered a job by executives of six 
different companies. Naturally, he 
asked for time to considey the of- 

ters. He finally accepted the one 
made by McGraw-Hill Publishing 
Co. and joined that organization, 
D Jan. 2, 1926. In the meantime, his 
NIAA speech was distributed in 
reprint torm by Industrial Mar- 
keting, a sister publication of Ap- 
VERTISING AGE, and requests for 
copies of the Staehle talk continued 
to be received by IM up until a 
few years ago. 


e Evidence that many industrial 
advertisers believe Al Staehle did 
Fine right thing both for himself 
and for industrial advertising when 
he returned to his first love, the 
Spublishing business, will be pre- 
ented to him on Jan. 2 in the 
-— of a bound volume of let- 
Mers which pay tribute to him for 
his contribution to American in- 
dustrial progress. The volume in- 
ludes messages from leaders in 
government, industry, advertising 
And publishing, and stresses his 
glear thinking and the driving 
force of his leadership as a pub- 
lisher 
Al Staehle may be said to ex- 
yplify many of the best quali- 
fies of the engineering type of 
mind. His father was an engineer 
with a small manufacturing com- 
pany in Saginaw, Mich., where Al 
was born and grew up. 

Al was graduated as a mechan- 
ical engineer from Carnegie In- 
stitute of Technology. But even in 
college he was engrossed with pub- 
lishing and became an editor of 
the campus daily. He even got a 
scoop on one occasion which was 
of such proportions that it aroused 
the indignation of the college au- 


MOVED 
RECENTLY? 


If you have moved, teil us 
about it, won't you? Your 
weekly copies of ADVERTIS- 
ING AGE will not follow you 
unless we have your new 
address immediately. Make 
sure you don't miss a single 
important issue . .. and help 
us make the correction as 
speedily as possible by giv- 
ing us your old address too. 


ADVERTISING AGE, Circulation Dept. 
200 E. illinois St., Chicago 11, Ill. 


thorities when he refused to di- 
vulge the source of his information. 
But young Staehle stood his ground 
and the college authorities re- 
lented. 

Al now. admits with a chuckle, 
that at the time “it took a bit of 
doing. My father,” Al says, “was 
an engineer of the old school and 
Was interesied only in good grades. 
li I had been sacked I don’t think 
I'd have had the nerve to go home 
and tell him why.” 


e After leaving college, Al joined 
the editorial staff of Blast Furnace 
and Steel Plant, of which he sub- 
sequently became editor. One of 
the notable events of his editorship 
was an exclusive interview with 
the late Elbert H. Gary, chairman 


of the board of United States Steel | 


Corp. Young Staehle obtained the 
interview merely by walking in- 
to Judge Gary's office and asking 
to see him at once. 

About 1920, Al Staehle left pub- 
lishing to join the Westinghouse 
organization and a few years later 
became industrial advertising man- 
ager. His work in the industrial 
advertising field and his speech in 
1925 at the NIAA convention led 
to his return to publishing. 


|@ With McGraw-Hill, he has been 
successively a salesman, sales man- 
ager and publisher. He became 
manager of Factory in 1933 and 
publisher in 1938. In 1942 he was 
appointed publisher both of Coal 
Age and Engineering & Mining 
Journal. 

During the war years, he sparked 
a series of editorial articles that 
drew from Donald Nelson, chair- 
man of the War Production Board, 
the comment that there should be 
a medal for publications that had 
done so much for the war effort. 

In 1942, Al Staehle was again 
the keynote speaker at an NIAA 
convention. His subject was how to 
make war production drives work. 
When he had finished he received 
a standing ovation. 


e The prelude to that speech was 
prepared on Dec. 7, 1941. Al was 
scheduled to speak before the Chi- 
cago chapter of the NIAA the 
following evening. That Sunday 
afternoon he was sitting in a hotel 
in Cincinnati putting the final 
touches to his speech for the next 
evening. The Jap bombs blasted 
that speech into limbo. Al had to 
prepare a new speech. He worked 


on it in Cincinnati, on the train to 
Chicago and in Chicago. 

When he got up and delivered 
the new speech it was acclaimed so 
loudly and received so much com- 
ment that Al was invited the fol-| 
lowing year to become the keynote | 
speaker at the national NIAA con- 
vention 

Probably the finest thing that | 
can be about Al Staehle is | 
that he enjoys the respect and af- 
fection of his staff to a degree that 
} is unusual. You have only to talk | 
with those who are associated with 
him to appreciate their enthusiasm 
for their jobs, their sense of pride 
in the organization and their loy- 
alty to “the chief.” When pinned 
down to reasons why, most of them 
say that Al Staehle inspires them 
| to do things they didn’t realize they 
| could do 


said 


| @ Al Staehle seems to have a deep 
| personal interest in the people as- 
sociated with him 
“If I hire someone and he doesn't 

| work out,” he says, “it’s my fault, 
not his. I made a mistake in over- 
looking something when I hired 
him.” 
| In publishing, Al Staehle has 

always been something of a pio- 
| neer. His publications were among 

the first to pioneer surveys of 
| workers’ opinions on questions of 
| national and industry importance. | 


She had a bathtub 
. 
made of solid gold! 

Remember the legend of the mov reland 
babe who had 4 golden bathtub and 
wouldn't soak her tootsses ualeys che milk 
was homegemzed? 

Queer, isn't 1, how people go for surface 
appearances? Underneath any bacheub, 
gold or galvanized, mast be the network of 
plumbing that brings the waver and takes 
away the waste A bathtub wuthout a drain, 
a trap and a sewer connection is as useless 
as a sirloin steak without a stove 

Good plumbing, representing about 

Ss 107 of your building investment, is the 
4 heart of your home. Don't cake chances 
oy ** with your health and safety, be sure a 
member of the Plumbing Contractors As 
sociation of Chicago is on the job when 
you build. remodel or repair. His Emblem, 
shown below. 1s your assurance of the very 
best in plumbing workmanship. 


EVERY MEMBER of oh 
paamiver Veow it toed 


Association of Chicago 
205 W. Wecker Chicoge 6 Iineis 
Chicago 6. Ii s—Room 1420 


ONE OF A SERIES—Even a gold bathtub 
is useless without a drain, according to 
this Contractors Assn. of Chicago ad. 


Plumbers Group 
Runs Ad Campaign 


in Chicago Dailies 


Cuicaco, Dec. 26—The Plumb- 
ing Contractors Assn. of Chicago 
is running an unusual series of ads 
in Chicago dailies designed to ac- 
quaint property owners and the 
general public with the services 
offered, and the protection afford- 
ed, by licensed master plumbers 

The series of ten, 2-column, 100- 
line ads, which started Oct. 
29, and will continue until April 
15, will be carried by the Tribune. 
The News will have about two- 
thirds of the series, and the Sun- 
Times and Herald American will 
run three insertions each. 

Copy stresses sanitation, health 
and safety in the home. In one of 
the ads, headed “Old Diogenes had 
no plumbing problems,” the text 
explains that, “Next to your family 
doctor, your licensed Master 
Plumber is the most important 
guardian of your family’s health.” 


e Copy in all the ads offers a 24- 
page booklet for property owners 
and builders intended to help rec- 
ognize and avoid many plumbing 
problems 

The campaign, which represents 
an entirely new advertising ap- 
proach for the association, is being 
handled by Glen Wilkins Adver- 
tising Art Studio here. 
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Sen. Dudley LeBlanc Will Spend $50,000 
to Air Party for Hollywood Celebrities 


LAFAYETTE, La., Dec. 26—Louisi- 
ana State Senator Dudley J. Le- 
Blanc plans to spend $50,600 on 
time and talent so that radio lis- 
teners can listen to his glittery 
Hollywood Hadacol party Jan. 12. 

Senator LeBlanc, who parlayed 
$2,500 in borrowed capital into 
Hadacol Co. with assets of $7,000,- 
000 in two and a half years (AA, 
Oct. 16), will have Judy Garland, 
Groucho Marx, Vic Damone and 
other Hollywood personalities on 
hand for the testimonial dinner. 

In addition to enteriaining the 
stars who toured the southern 
states with the Hadacol caravan, 
Sen. LeBlanc will use his first 
venture into network radio to 
ballyhoo the entry of the vitamin 
and mineral preparation into New 


York and Los Angeles. 


| 


His personal interest in photogra- | 


phy probably is partly responsible 
for the fact that Factory led the 
business paper field in the use of 
four-color covers. He wes an en- 
thusiast for editorial research 
when that subject was nev’ in the 
industrial publishing field. He has 
been active in helping develup new 
methods of studying publication 
readership. For his contributions 
to mining he was elected a member 
of Tau Beta Pi, national engineer- 
ing fraternity. 


e Another occasion that he will 
celebrate in 1951 is his 30th wed- 
ding anniversary. He lives in 
Bronxville, N. Y. His hobbies are 
amateur photography, in which 
he has won a number of prizes, and 
woodworking, in which he has be- 
come an adept. 

He has a son and a granddaugh- 
ter, and finds time for church and 
civic activities. 


Art Gravure Names Noble 

Clifford R. Noble has been 
named sales manager of Art Gra- 
vure Corp., New York, rotogra- 
vure printer. He has been with the 
company for 15 years in an execu- 
tive capacity. Mr. Noble succeeds 
Frank H. Kreamer, who has re- 
signed but continues as a special 
sales representative. 


e The show will be heard over all 
Mutual Broadcasting System sta- 
tions at 9 p.m. (EST) Jan. 12, and 
also will be carried on the Liberty 
network and most of 150 independ- 
ent stations at the same time. 

A repeat broadcast of the party 
will be heard over American 
Broadcasting Co. stations and the 


remaining independent outlets on 


Jam. 13 at 9 p.m. (EST). 

In the Los Angeles market, the 
company is using 12 spot an- 
nouncements daily on 16 radio sta- 


tions, plus five testimonial ads 
weekly in all newspapers in its 
introductory campaign. Advance 


orders from Los Angeles chains 
and Hadacol distributors already 
exceed $1,000,000, it is said. 


e The company also is testing box 


top merchandising plans designed 
to reach the Negro market. Tests 
will run in New Orleans and Nash- 
ville in January, in Negro theaters. 
Savannah Churchill and a cast of 
20 will perform in Bijou Amuse- 
ment Co. movie houses, with the 
price of admission pegged at one 
Hadacol box top. 

Currently, the Hadacol ad bud- 
get is about $1,000,000 a month, ac- 
cording to Sen. LeBlanc. He opti- 
mistically predicts that his 1951 
sales volume will be from $75,000- 
000 to $100,000,000, if he can get 
the necessary ingredients. (Cur- 
rently, the product is sold in only 
22 states.) 


s Latest achievement of the fast- 
traveling senator was his “world’s 
greatest Christmas party,” held for’ 
children in 500 theaters on the 
morning of Dec. 25, in cooperation 
with local radio stations. Admis- 
sion, as usual, was one Hadacol box 
top. a 

To assure a good attendance, 
Sen. LeBlanc combined Hopalong 
Cassidy movies, Santa Claus, 

oody Woodpecker cartoons and 
radio station acts. 

The live Santa Clauses distrib- 
uted more than 500,000 toys, 
“with an average retail value of $1 
each,” to all comers. In addition, 
the most industrious Hadacol box 
top collectors in each of the 500 
movie houses received new bicy- 
cles. 

Majestic Advertising . Agency, 
Houston, handles the ‘ account. 
Ruthrauff & Ryan, Chicago, was 
recently named to handle a test. 


Group of Colleges 
Plans Educational 
Television Programs 


PHILADELPHIA, Dec. 28—Begin- 
ning Jan. 2 thousands of men and 
women in a three-state area liter- 
ally will be able to go to college 
by television five days a week from 
11:10 a.m. to 12 noon over WFIL- 
TV. 

This unique series of public 
service programs has the support 
and cooperation of 19 colleges and 
universities in Pennsylvania, New 
Jersey and Delaware, and that of 
the Philadelphia board of educa- 
tion’s extension services. 

This plan of presenting public 
service educational programs on a 
college level is believed to be set- 
ting a precedent in television. Dr. 
Armand L. Hunter, educational 
director of the Inquirer stations, 
will serve as chairman of a special 
administrative committee to be- 
composed of representatives of the 
cooperating institutions. Dr. Joe 
Zimmerman, director of the Tem- 
ple University television workshop, 
will be in charge of production. 

The course of study will be tele- 
vised in two series of 11 weeks 
each during the winter and spring. 
Nine colleges and universities will 
offer 15-minute, 20-minute and 


half-hour programs weekly in the 
initial series. 

Some of the subjects to be pre- 
sented include “Nuclear Physics 
for the Layman” by Albright Col- 
lege; “Understanding Economics” 
by Beaver College; “Understanding 
Our Teen-Age Children” by Drexel 
Institute; “The Homes We Live 
In” by Penn State College; “Chem- 
istry of Living” by Pennsylvania 
Military Academy. 


International CofC Elects 

George A. Sloan has been elected 
chairman of the United States 
Council of the International Cham- 
ber of Commerce. He succeeds 
H. J. Heinz Il. Vice-chairmen are 
Warren Lee Pierson, chairman of 
the board of Trans World Air- 
lines, and Thomas J. Watson Jr., 
executive vice-president of Inter- 
national Business Machines Corp. 
S. Sloan Colt, president of Bankers 
Trust Co., has been elected treas- 
urer. 


Meredith Promotes Dieter 


Bert Dieter has been named art 
director. of Meredith Publishing 
Co., Des Moines. He had been as- 
sistant art director and art editor 
of Better Homes & Gardens, a 
Meredith publication. Mr. Dieter 
succeeds Wallace F. Hainline, who 
resigned to become art director of 
House Beautiful in New York. 
Noble Gammell has been appointed 
art editor of BH&G. 


to sell 16,000 top Furniture and 
Department Stores, use... 


HOME 
FURNISHINGS 


1170 BROADWAY. 


NEW YORK 1. N.Y. 
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PHOTOGRAPHIC 
REVIEW 


* a * 
MODERN TOUCH—Replacing the usual tent card is this mobile table piece, designed 
by the hotel’s art director, Joseph LaViolette, for the new Lakeside Green cocktail 
lounge at Hotel Stevens, eae The colored paper forms, each containing a 
drink are ded from the top of the metal wire bose by means of 
fine black thread. 


POTATOES LEAD—Morton Sait Co. features potatoes as the tie-in for its first quarter 

advertising which includes o color page in the Feb. 19 issue of Life, followed by 

black-and-white ads in Family Circle, Good Housekeeping and Western Family. News- 

papers ond 24-sheet posters, of which this one, will be used across the country. 
Needhom, Lovis & Brorby, Chicago, is the agency. 


MEETS THE DEALERS—Alice Weston, home economist of WXEL, Cleveland TV sta- 

tion, poses with Frigidaire executives at a party introducing her to Frigidaire dealers, 

who are sponsoring “The Alice Weston Cooking Show’ on the station. At left is 

Clarence Liesman, sales manager, and right, Spencer Mielstrup, manager of the 
soles promotion department. 
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MIRACLE—“Miracle Girl” of Oregon's North Lincoln County members of the Oregon Coast Advertising Club to aid in 
beaches is Barbara Neill, Poutland, chosen by the nearly 400  vertising Oregon's 20 miracle miles.” 


BEAMING TRIO—Edwin S. Friendly (left), president, Americon Newspaper Pub- 
lishers Assn. and vice-president of the New York World-Telegrom & Sun; Ray Me 
Kinney of J. P. McKinney & Son; ond Herbert Beyeo of Hearst Advertising Service, 
enjoy festivities at Christmas porty given by the New York chapter of the American 


Assn. of N 


per Rep 


BUSIEST & BEST—Ralph Sadler (standing, second from right), honor by Lupton employes. Looking on: Charles E. Walsh, busi- 
vice-president and copy chief of the John Mather Lupton Co., ness manager (standing, left); and T. Richard Gascoigne, sales 
New York, receives cartoon drawing depicting his daily activities manager (right). Seated ore Monroe Gordon, copywriter, ond 
from Mr. Lupton, agency president, at a party given in his Helen Jones, assistont secretory and heed of accounting. 
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FOR 1951, McCALL’S STEPS UP 
ITS EXCLUSIVE SERVICE TO HELP 


food advertisers 


MOVE MORE MERCHANDISE 


Since McCall’s first allied itself with the Super 
Market Institute thirteen years ago, the super 
market has grown steadily in importance as a 
food outlet. 


The 4,500 super markets represented in the 
Institute now account for a volume of more than 
three billion dollars annually. In these outlets, 
McCall’s-Super Market Institute Service performs 
the following functions monthly. 


1. It helps the super market operator do an out- 
standing job of promoting his store as ‘‘the 
home of national brands.’’ 


2. It helps McCall’s advertisers move their 
products more effectively to the consumer 
through these important food outlets. 


Enlarged in scope and coverage, McCall’s-Super 
Market Institute Service hits an all-time high in 
value for food advertisers in 1951. Any advertiser 
or agency interested in learning more about this 
unusually effective and exclusive operation should 
contact a McCall’s representative for full details. 


Did you know that McCall’s receives more 
mentions in local retail grocery advertising 
than any other magazine ? 


oe 


FOOD MENTIONS IN NEWSPAPERS 


January through September, 1950 
ae ee ee ee ee er ae 
er a oe oe ee ee a ee ee a ee 
Good Housekeeping . . . . «. «© «© «© « « 12,652 
Saturday Evening Post . . . «. « «© «© « «+ 2,850 
Better Homes & Gardens. . . . . «. «© « « 2,191 
Ladies’ Home Journol. . . . . «© «© « «© « 1,983 
a ee a a 
Woman's Home Companion . . . . 1,618 
Source: Advertising Checking Bureau 
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